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What has Ar Stp got 
that makes Air Step hot ? 


AIR STEP covers the $6.00 field like a tent from high style shoes to 
walking and service types. 





AIR STEP has the styles for volume selling. 


AIR STEP has greater profit possibilities because Air Step has perhaps 
the most liberal mark up in the country. 


AIR STEP has an exclusive, easily demonstrated selling feature—the 
Magic Sole. 


AIR STEP has a new kind of women’s shoe advertising. 
AIR STEP has an exclusive franchise proposition. 


For further information about this profitable merchandising opportunity, 
write BROWN SHOE COMPANY, St. Louis. 


Srscoun Sroe Samay 
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PEGS on which to hang promo- 
tions! 

They are bringing up the big 
guns of publicity to tell the country 
in advertising, from inches to 
broadsides, “Be Good to Mother.” 
There are high hopes in merchan- 
dising that the week previous to 
Mother’s Day, May 12, will be a 
new “top” in selling—to compen- 
sate for the misplaced weather pos- 
sible to Easter—March 24; be- 
cause, in all probability, May 10 
will be summerish enough for mer- 
chandising in every store, the length 
and breadth of America. Slipper 
houses, in particular, are walking 





down the line of this Mother’s Day 
promotion. This slipper business 
is stretched out with the possibility 
of sales promotion in every month 
of the year. Mother’s Day has in- 
creased in interest to the shoe trade 
as a slipper promotion. 

Let’s put on the other peg the 
Father’s Day promotion of June 16. 
Stores are more stirred up each year 


\ 


on the possibilities of making that 
a gift-giving event. It has worked 
out better and better each year, 
since it started four years ago. It 
is almost impossible to give a man a 
pair of shoes for Father’s Day un- 
less you bring him into the store 





and have him fitted. But there’s a 
play on slippers, new and novel 
beach wear and the novelties all the 
way from wedges to wovens. 

If money is in circulation for 
these two gift-giving promotions, 
start planning early to get on the 
bandwagon. 

ARTHUR ADLER of the Adler 
Shoe Stores was one of the shoe 
representatives at the recent meet- 
ing of the National Council for the 
Promotion of Father’s Day and was 
greatly impressed with the definite 
purpose of the meeting. He said: 

“The manner in which they han- 

dled the Father’s Day meeting was 


enlightening. We, in the shoe busi-.. 
ness, can certainly take 4° lesson“: 
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from them on how to promote— 
whether it be sport shoes, a special 
week, or some other occasion. These 
men have done an extremely smart 
job of promoting Father’s Day. 
They started with the premise that 
the public doesn’t know when to do 
things. So they told them all about 
Father’s Day; when it is (June 16) ; 
what to promote; what to advertise 
and the best way of spreading the 
news. 

“Last year Father’s Day was a 
big success but this year it promises 
to be bigger than ever because of 
the definite purpose and concentra- 
tion behind the promotion. Adver- 


tising material and special posters 
have been syndicated by the Coun- 
cil and will aid materially in pub- 
licizing the event. 

“We, in the shoe industry, should 
take a cue from the Father’s Day 
Committee Council and put the 


.sam¢.contverted action, behind our 
: proinotioys gnd thys agoute’ shovess 
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for a special shoe, a special week 


or a special occasion. 
* * 


66.JOE” MICHAELS, who made 
shoe selling history at Saks 34th 
Street, New York City, for a quarter 
of a century, opened up a new 
department for Oppenheim Collins 
at Chestnut and 12th Streets, Phila- 
delphia, Pa., under his own lease 
and operation. 

The date set for the opening was 
Monday, Feb. 26, and a little jolli- 
fication followed at the Benjamin 
Franklin Hotel, after store hours, in 
the nature of the launching of 
good-wills. 

* a +. 

THIS year’s crop of the “Ten Best 
Dressed Men in the Country” was 
selected by the Custom Tailor’s 
Guild. We are asking a photo ser- 
vice to give us pictures of the lot 
so that we can check up on their 
footwear but it is almost obvious to 
believe that if they dress the part, 
their footwear is in keeping. 

First choice went to Joseph E. 
Davies, special-aide to Secretary of 





State Hull. Paul Whiteman, the 
band leader, was second choice and 
Joe DiMaggio of baseball fame was 
in eighth position. In terms of oc- 
cupation, hotel men were declared 
the best dressed. Bankers were bet- 
ter dressed than movie actors and 
bill collectors rated over newspaper 
columnists. 

Malcolm Rutt, Chairman of the 
1940 Style Committee, says: “The 
sky is the limit for color and pat- 
terns of men’s sports wear this year. 
Greys and greens will predominate 
and generally men’s street clothes 
will be styled in a casual fullness 
from natural shoulders to cuffs of 
trousers. The coat lengths will be 
an inch longer, with generous 
lapels.” 

They skipped shoes and after. all, 
that’s to be expected—being tail- 
ors; but indicated that man is be- 

ing to be quite a dresser—-in 
all stratas of ‘life. 
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POP GUN ATTACK 





—"There may be one born every 
minute," said Joe Zilch, “but I'm 
not it." 

—"Whazza matter?" | asked. 

— "Just another one of them high- 
pressure stunts," replied Joe. 

—"Explain," said I. 

— "Well," Joe continued, “it's like this: 
Glug & Co. come to me and show me 
a big ad—helluva big ad, blow-up they 
call it—and tell me to put it in my 
window and, presto change, dollars 
from heaven will pour down on my old 
bald head. 

—'How come?’ says |. 

—'it's our tremendous, colossal, super- 
superlative consumer advertising cam- 
paian,’ says they. 

—'All right,’ says |, ‘but what's the size 
of the real ad, the od that's going to 
rain them dollars down on my head?’ 

—'Well, it's a... it's a... take our 
word for it, Joe, it's a good ad.’ 

—But how big?’ | ask. 

—'It's—it's a quarter page ad’ says 
they. 

— how often does it appear?’ says 


—'Oh, it's a real campaign, costs us a 
heap of money.’ 

—But how often?’ | insist. 

—'Well, Joe, if you must know, it's going 
to appear twice in the Spring and, if 
Hitler doesn't take Bunker Hill, we'll 
run it twice in the Fall.’ 

—"And they call that a consumer 


campaign," growled Joe. 


Snub cs ere 
President 





EN the Washington Review, pub- 
lished by the Chamber of Commerce 
of the United States, we find this 
significant paragraph: 

“The lethal effects on the mil- 
linery business of style pirates has 
been recognized by a federal court 
which agrees the courts cannot in- 
tervene, and prevents the creators 
of new designs from taking steps 
for self-protection. New styles in 


‘women’s hats cannot be patented 


and cannot be copyrighted. The 
President recently had the Federal 
Trade Commission investigate the 
troubles in the millinery field. The 
federal court, however, seems to find 
in style piracy and quick, wide dis- 
tribution of new designs at low 
prices a situation ‘which the law 
recognizes as a socially desirable 


form of competition.’ ” 
7 + * 


HI. J. BOSTOCK, J. P. of Lotus 
Limited, London, on January 31, 
told his stockholders: 

“The restriction of imports that 
followed the war has led to British 
factories receiving orders that were 
formerly placed abroad. The num- 
ber of factories that can produce 
the clean, shapely fashion shoes 
that came from abroad is very limit- 
ed. We are hoping that the trade 
that has come to us will be retained 
after the war, when buyers have 
proved how satisfactory our shoes 
are. 

“A feature of trade during the 
Autumn was the demand for low- 
heeled utility shoes, particularly for 
women doing war work of any kind. 








Now more elegant styles are being 
asked for. Another instance of how, 
in spite of war conditions, old habits 
and preferences assert themselves. 
Khaki may be worn during the day, 
but with evening comes the desire 
for change into something lighter 
and more feminine.” 
- oe * 
Hi. V. NEWMAN of Goldstein- 
Migel Company, Waco, Texas, says: 
“Build less styles but build styles 
with character and _ refinement; 
styles that will hold good for at 
least a season. Then the manufac- 
turer will be better off and the mer- 
chant, too. As it is now, merchants 
are burdened down with too many 
styles.” 
7 . * 
LLIEUT. COL. BREHON B. SOM- 
ERVELL, New York Work Projects 
Administrator, discovered that the 
feet of WPA workers are too small 
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to fit the army’s shoes. The WPA 
has been trying to dispose of 50,000 
pairs of shoes left over from the 
World War, but 13,000 in sizes 9 to 
18 find no takers. Most of the 
relief workers who have applied 
seem to need sizes 7 and 8. To help 
them stand the Winter cold, Colonel 
Somervell communicated with the 
procurement division of the Trea- 





sury Department and arranged to 
have some smaller sizes sent from 
the general army depot in Colum- 
bus. 
* * oe 

AS it legal, under present federal 
laws, for two or more trade associa- 
tions to agree on a code of fair or 
ethical trade practices to govern 
their daily dealings with each 
other? This question is raised by 
the Committee for Voluntary Con- 
trol of Unfair Trade Practices in a 
radio talk by its chairman, Lincoln 
Filene. 

The machinery proposed by Mr. 


Filene’s committee is a simple clear- 
ing house set-up, established by two 
business groups, as for example an 
association of manufacturers and 
an association of retailers. After 
the practices to be eliminated have 
been agreed on by the two groups, 
the clearing-house, financed and 
controlled jointly by the two asso- 
ciations, has the task of securing 
from the membership of the two 
groups compliance with the unfair 
or unethical trade practice code as 
agreed upon. 

Mr. Filene points out that “this 
field of unethical trade practices is 
a large field and that it is a field 
that comes primarily within the con- 
trol of business, not now within the 
control of the anti-trust laws or the 
laws administered by the Federal 
Trade Commission. We must also 
bear in mind that self-regulation by 
any social group is an important 
democratic process and that at the 
same time, it is a preventive of addi- 
tional regulatory legislation. 

“If, years ago, business had be- 
gun to gain experience in setting 
up voluntary control of unfair or 
unethical trade practices such as we 
set forth, I believe that today busi- 
ness would be in a stronger position 
to oppose regulative proposals de- 


IF BLACKOUTS COME TO AMERICA 


signed to eradicate abuses that have 
cropped up. In short, I repeat, if 
business is permitted to define and 
set up voluntary control of its un- 
ethical practices, it will not only 
free itself from a source of tremen- 
dous waste and loss, but it will lib- 
erate itself from further unneces- 
sary interference by government.” 


WILLIAM J. COBB, vice-presi- 
dent of the Melville Shoe Corpora- 
tion, searched about diligently and 
was able to ship to Finland twenty- 
five pairs of the famous ski boots 
that had accompanied Admiral 
Byrd to Little America and upon 
their return, had been given as 
souvenirs to a number of men in 
the Melville organization. 

So the historic shoes, together 
with 200 pairs of serviceable wo- 
men’s shoes, for civilian use, are on 
their way as a token of deep inter- 
est in the valor of a courageous 


little people. 








DARN THESE 


PHOSPHORUS-DIPPED SHOES! THEY May 
BE O.K. FOR BLACKOUTS. BUT THEY’ RE 
TOUGH ON SPOONING !! 


THE LATEST THING IN SAFE WALKING 
\S OuR “HEADLIGHT SPECIAL"! \1’S 
A BIG SELLER THESE DAYS, SIR. 





PERHAPS You PREFER THE "VocaL 
OXFORD". \T’S EQUIPPED WITH A RECORD 
AND SPEAKS FOR \TSELF. NIFTY, EH? 





\F WE COULD JUST TRANSFER THE "MOO" 
ALONG WITH THE LEATHER RIGHT INTO THE 
SHOES OUR FORTUNE WouLD BE MADE 
———"_ DURING THESE BLACKOUTS /!! 

















Mannish oxfords or casual moccasins 
are ideal complements to campus and 
country clothes like these. Photo- 


graph posed by Josephine Lyons 
Feued) and Ruth Yorke Bans ay at 
two CBS artists wearing tweeds from 


the Bermuda Shop, New York. 


Three moccasin types for casual wear, 
copies of men’s models. Reading top 
to bottom: Genuine moccasin toe in 
smart little knockabout shoe in calf 
grain, a Bows Moccasin Shoe by 
patos =v of Frank Bros. Tan grain 
low-heeled slip-on with moccasin 
effect stitched vamp and rubber and 
cork sole and heel by L. B. Evans. 
Fae pigskin with stitched overlay 
on vamp and Norwegian tip. A Net- 
tleton Loafer. 






The Vogue for Low-heeled Walking and 
Casual Shoes for Women Seen in New 
Interpretations. Men's Shoes Offer Inter- 
esting Medels for Spring and Fall Pro- 
motional Types in the Women’s and Col- 
lege Girl's Departments 


Women’s Shoes 


HIT A MANLY STRIDE 








Two mannish oxfords from a men’s shoe manu- 
facturer, Field & Flint. Top to bottom: Tan 
grain calf oxford with rubber sole and heel and 
wing tip. Antique finish and straight tip dis- 
tinguish the tan grain calf oxford below. 


Top: Saddle oxford in rich mannish cordovan 
leather with heavy crepe rubber sole, a Ras- 
mussen Saddle Master by courtesy of B. Alt- 
man & Co. All the characteristics of a man’s 
shoe in the swagger oxford below, with hand- 
rubbed bootmaker finish and spaded edges. A 
Sportster Londonaire from A. Sandler. 


W HEN the pendulum starts swinging, watch out. 
Twenty years ago women took to mannish shoes. To- 
day this type is coming back into the picture, born 
of the growing vogue for low-heeled walking shoes. 
Product of a few enterprising manufacturers of men’s 
shoes, they are being made in two distinct types—the 
heavy brogue oxford and the light casual moccasin 
slip-on. Both are close copies of men’s models. 

The heavy oxford with its wing or straight tip, its 
bootmaker finish and spaded edges, is the more 
radically new idea. It is being well-received by a 
number of leading retailers. One buyer of women’s 
shoes in a promotion-minded department store in the 
popular price bracket expects them to be a volume 
style for the coming Fall. He expects the smart sub- 
urbanite to take to them in a big way as the perfect 
complement to her tweeds, as well as the college 
trade, where big acceptance can be looked for. 

The college girl is gradually being weaned from 
the saddle oxford to this extent that she is now buy- 
ing other types of shoes for wear around campus, in 
addition to, or as a change from, her saddles. Look- 
ing ahead, you should have in mind these mannish 
oxfords as the new idea for her to pack in her trunk 
next September. They have a swagger, smart look 
that should have just the right appeal for this dis- 
criminating customer. 

For right now there is the other mannish type 
the casual, moccasin shoe. It is already an established 
success and should carry right on into Summer. It 
goes equally well with Spring woolens and Summer 
cottons and linens. It is formal enough to wear with 
street tweeds and casual enough for slacks and other 

[TURN TO PAGE 44, PLEASE] 
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SPRING INTERESTS 


In Current Shoe Window Promotions 


Above: A blow-up of a palm shrouded shore 

with a model of a cruise liner extruding 

from the center serves to carry out the 

resort shoe idea in this simple but out- 

standing display at Bergdor{-Goodman’s, 
New York. 


Right: Bonwit Teller, New York, used the 

recent Westchester Kennel Club Show in 

this “doggy” promotion of alligator shoes 

under the caption “1940 Champions in Navy 
Crocodiles.” 
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Right: Bamberger’s, Newark, N. J., gets in 

an early plug on the wedge shoe in this 

modernistic window display. “The W edgee,” 

they state, is “A New Lift for Spring Cos- 

tumes.” Note the wedge idea carried out in 

background theme and in the display unit 
in the foreground. 


Below: “Heavy looking shoes are news,” 

says Lord & Taylor, New York, in their 

recent promotion of men’s Spring shoes. 

Several new variations of these shoes, 

coupled with colorful accessories and dis- 

played on racks, tell the men’s style story 
for Spring. 





Cruise Shoes, Wedges, Heavier Men’s Shoes and the Dog 


Show Themes Vie for Interest in These Four Outstanding 


Early Season Displays 
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Customers Leave 


AFTER eleven years’ experience in buying shoes for 
department stores in Kansas, Missouri and Oklahoma, 
I found that if the shoe department was handled cor- 
rectly, it showed a nice consistent profit with less effort 
than the heavier clothing departments, and in some in- 
stances a greater profit with a more rapid turnover. 

If a shoe department is not showing a profit in a 


store that enjoys the usual amount of traffic, the fault . 


is likely to be found in one or more of the following 
reasons: 

First: inefficiency in buying, management or sales- 
manship. 

Second: location of the department in the store. 
Third: mishandling of adjustments and improper 
handling of customers’ complaints. 
_ With regard to inefficiency in management, let’s step 
back into the stockroom, where the surplus stock is car- 
tied. What do we see? Plenty of soiled boxes full of 
shoes that have been placed back there from season to 
season. No middle sizes left, and heavy on the small 


size end. These shoes are going to be hard to dispose 
of; they should have been sold long ago at a profit out 
of the “Boneyard” or on the store’s dollar day sale. 
They might have been sold if they had been placed on 
counters and advertised. And even at no profit, these 
“sleepers” would have been off the shelf and turned into 
cash. 

Back here in the stock-room, we can see the accumu- 
lation of inactive women’s and children’s shoes that will 
possibly run to two thousand dollars in actual cost, less 
the profit. It shows for itself that there are lax and 
improper methods in buying. So let’s talk about buying. 

Inasmuch as Saturday is the banner shoe day in most 
stores, why not arrange for Monday to be your regular 
shoe buying day every week, that is if you are in a lo- 
cality that is close enough for your source of supply to 
be able to ship and reach your store before Friday of 
the same week. 

Buying shoes in this manner insures you that you 
will not start Saturday's selling with broken sizes in 
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Home... 


[23] 


by ALBERT W. SPEAKS 


Inefficient Buying and Management, with Poor 
Salesmanship, Wrong Location and Mishandling 
of Complaints and Adjustments, among the Most 
Common Causes of Unprofitable Shoe Departments 


your department. And it will expedite selling; the sales- 
men can wait on at least a third more customers. By 
having your sizes up for Saturday you have gained a 
third in business, as well as sold those who might have 
walked out on account of not being able to get fitted. 


EN other words, once this system is in operation you 
sell every week the number of pairs of shoes you buy. 
Think about that in terms of profit and rapid turnover. 
At the same time you are gaining a name of carrying 
the snappiest shoe styles in town. You are showing your 
customers at least two of the newest styles in ladies’ shoes 
every week, as you are looking over the samples every 
Monday morning. 

By looking over the new styles every week, the buyer 
is enabled to weed out slow selling numbers before he 
is overloaded, and to keep up with the new hot numbers 
that are clicking. There is just one more thing to say 
while we are on the subject of buying. Never spread 
your sizes too thin just for the sake of having more pat- 
terns or styles in stock. Buy more sizes to the number, 
and fewer patterns. 

In regard to location, the shoe department should be 
in the most prominent or conspicuous spot in the store. 
An attractive label should be designed for the front of 
the shoe boxes that are to be used in active stock; some- 
thing that blends in color harmony with the general 
color scheme of the store. Cleanliness and neatness are 
great factors; never allow crushed soiled boxes or 
broken lids to show before the customer’s gaze. A good 
quality rug of bright, cheerful color, that will help show 
the shoes off well as they are tried on, will result in 
many sales. We have found by experience that light tan 
‘or bright green rugs show black and high colors off very 
satisfactorily. 

While we were back in the stock-room a moment ago 
you probably noticed that huge box filled with an as- 
sortment of worn men’s, women’s and children’s shoes, 
all dumped together. That is evidence of the effects of 
improper adjustments on shoes that customers have 
brought back. 

If a customer is in good standing with the store and 
pays bills promptly, you feel of course like giving him 
a new pair of shoes without question if he has a legiti- 
mate complaint. There are some unreasonable cus- 
tomers, but most of them will go half-way with you if 


approached and handled in the right manner. Take, for 
instance, a lady customer who comes into the store with 
a complaint on a pair of shoes. She will say: “These 
shoes have not worn like they should, and they are not 
nearly as good as the shoes I bought across the street 
some months ago.” She probably will mention your 
competitor's name, which will ruffle your feathers to 
some degree, (you wouldn’t be human if it didn’t). And 
she will point blank tell you that she thinks the quality 
of your shoes is inferior. 


THE best way to handle this situation, is in a very po- 
lite manner. Tell her that the policy of Blank’s (your 
firm) is perfect satisfaction to the customer. And you 
realize that she does have a just complaint, which you 
want to adjust in a way that will be satisfactory to you. 
She will, of course, be in a better state of mind by this 
time. Then you can ask her: “How long have you worn 
the shoes, madam?” and she will or may answer, “two 
months.” Right then you have put her back on her own 
honesty or degree of fairness, and you can say to her: 
“The two months’ wear you have had out of these shoes 
you are returning, must be worth something to you,” 

[TURN TO PAGE 42, PLEASE] 
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HARRY KRUMHBOLZ 


Manager Men’s Shoe Department, Denver 
Dry Goods Company 


PROMOTION PLUS PERSONAL CONTACT 


Working Day in and Day Out to Improve the Showings Made by 
Their Predecessors, Harry Krumholz and His Assistant, Dan 
Leonard, Chalk Up Splendid Increases for Denver Dry Goods Com- 
pany Men’s Shoe Department Through Aggressive Sales Policy 


CONSTANT efforts to please customers would prob- 
ably form the most concise and accurate definition of 
the success formula that has enabled Harry Krumholz, 
manager of the men’s shoe section of the Denver Dry 
Goods Company store, in Denver, Colorado, aided by 
his capable assistant, Dan Leonard, formerly of the 
Graden Mercantile Company, of Durango, Colorado, to 
achieve a real success in this department. 

For nine years Mr. Krumholz was one of the leading 
salesmen in the women’s shoe department of the Denver 
Dry Goods Company. Finally he was given a chance to 
manage the men’s department after the late Harry Teets 
had tried a number of other men in the position. When 
he was appointed manager of the department Septem- 
ber 1, 1938, Krumholz was given complete charge of the 
buying and merchandising, working directly under Mr. 
Teets. At the very beginning he selected Dan Leonard 
as his assistant, and the latter has proved an excellent 
running mate, 


Under the new management, the department not only 
finished 1938 with a splendid increase in volume but 
also effected a considerable reduction in stock. The year 
1939 showed an even greater increase over the 1938 fig- 
ures, with a much lower stock. This has been brought 
out by the application of several rather unusual meth- 
ods, unusual, at least, for the men’s shoe business— 
which have nevertheless proved practical and workable. 


EIN the first place, Messrs. Krumholz and Leonard 
went through their entire record file and segregated their 
customers into different groups. In thus checking back 
for several years, Mr. Krumholz found that a great 
many men’s shoe customers had purchased shoes only 
once a year and that was on Denver Day. He conceived 
the idea of calling up these customers after seven o’clock 
in the evening from his home before Denver Day or 
any other special sale in which they would be likely to 
be interested. He informed them that he had their sizes 
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and widths and mentioned the attractive prices at which 
the shoes were available. 

Rechecking the list carefully, Mr. Krumholz next sent 
a special letter to those whom he had failed to reach by 
telephone, advising them of his efforts to reach them, 
and of the sale. In addition to telephoning the other 
customers, he sent them a letter through the mail, thus 
giving them both barrels. One result of this procedure 
was that last Denver Day he was able to sell 64 pairs of 
FOOT-JOY shoes, making thirty new customers on that 
sale day. Mr. Krumholz and Mr. Leonard personally 
did the telephoning at night prior to the sale, and the 
results of their efforts were extremely gratifying. 


THESE two boys make it their business to contact every 
man working in the Denver Dry Goods Company and 
they have the full cooperation of the salesmen in the 
men’s clothing, furnishings and hat departments, as well 
as throughout the store. They leave no stone unturned, 
day or night, in their efforts to get new customers into 
their department. Krumholz keeps an absolute check 
on every active style carried in the department and sizes 
his stock each week, whether he needs one or fifty pairs. 
As a result of his efforts the department has less mer- 
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chandise over six months old and the cleanest men’s 
stock it has had in years. 

Few small men’s shoe departments will be found any- 
where that have as attractive displays of men’s shoes as 
this Denver Dry Goods Company department. They 
keep changing the displays and making them so attrac- 
tive that people coming into the store and going up the 
escalator, which is separated only by an aisle from the 
department, get a splendid idea of the types of men’s 
shoes carried. They show shoes for all occasions with 
the men’s clothing, both in the window displays and in 
the men’s department. They use skins of leather as 
backgrounds for displaying the shoes in their own de- 
partment, as well as Neon signs of FOOT-JOY and the 
other nationally-advertised brands they carry. 

Of prime importance among the reasons that have 
helped to make this men’s shoe department so successful 
is the fact that these two boys have devoted their ener- 
gies so tirelessly to the effort to please customers, plus 
the fact that they keep records of every customer they 
sell, whether it be boy or man, and follow these cus- 
tomers up at proper intervals with letters and personal 
telephone calls in the attempt to make them repeat cus- 
tomers. Their experience shows what other men’s shoe 

[TURN TO PAGE 42, PLEASE] 


Builds Sueeessfiul Men’s Shoe Business 


DAN LEONARD 


Assistant Manager Men’s Shee Depart- 
ment, Denver Dry Goods Company 
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OUTLOOM 


Time for Change —Weather and Price 


THE longer we live a life of shoes, the more we realize 
that weather plays an enormous part in setting the 
stage for business at retail. The country has had an 
example of weather influence on purchasing power in 
the return of an old-fashioned Winter that has made its 
imprint upon the entire nation. We never considered 
ourselves clairvoyant, but at least we did hit one pre- 
diction on the nose when we wrote in the Oct. 21, 1939, 
EDITOR’S OUTLOOK: “We predict a rough weather 
Winter if the long-range forecasting and dependence on 
the 23-year cycle is any approximate barometer of 
weather behavior. Weather in 1939 should be a broad 
repetition of the type of weather that prevailed in 
1916; and 1940 should resemble 1917.” 

Few can be weather-wise, but many can quicken their 
buying so as to leave a little budget for the unexpected 
changes of weather. The store without some “open- 
to-buy” latitude is out of luck, both in missing cus- 
tomers and getting choked with unsalable merchandise. 

But that isn’t the point of our story—for we may 
have stumbled upon one of the reasons why retailing 
has been flat the past six weeks. We had occasion to 
comment to a clerk in a women’s shoe store on the poor 
condition of his footwear and he replied: “You may 
think it funny that I don’t go into some men’s shoe 
store and buy a pair of shoes, but this Winter has put 
a crimp in not only my pay envelope but my savings. 
I've had to buy more fuel, more woolen clothes for 
the children, more rubbers; pay out more doctor’s bills 
than ever before. So help me, I’m strapped even for 
lunch money. Practically all the young families that I 
know are in the same boat. The way modern life is 
today, the vast majority of people are living ‘close to 
the handle’ and exceptional expenditures can only be 
taken out of one item—apparel; because we are obli- 
gated for rent, heat, light and food and if you have 
kids, they come first.” 

So maybe that incident, multiplied by millions of 
times in homes extending from the deep South to the 
Canadian border, indicates that the money that should 
have gone into fashion shoes in shoe stores, has been 
subject to the weather wisdom of necessity. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


But by the same token, the first sunny days of Spring 
may bring out one of those bulges in buying to quicken 
the hearts of merchants everywhere. The public will 
heave a sigh of relief, heard the nation over, when the 
hondage of Winter is gone and the exuberance of 
Spring is here again. 

Even style itself is in an unpredictable position 
because when fashion leaders don’t get an opportunity 
for expression on the Florida beaches, those who follow 
the sun of fashion are at least a bit nonplussed as to 
what will sweep the nation when the sun rises. This 
thing is certain! A sharp change in weather from cold 
to warm has a greater effect on apparel than a change 
in the other direction. It may mean a wave of colors 
in apparel of great moment to those merchants who are 
prepared for it; or who can quickly buy to meet it. 

Also, a point of economic importance is the fact that 
the public will accept a change in price of shoes, if they 
have been out of the market for certain fashionable 
patterns, with greater ease because of their change of 
feelings. And this is the opportunity of a lifetime to 
break away from the strait-jacket of price. In that one 
iron-clad division alone—$1.98—you are going to see 
a national acceptance of $2.19 as the new figure because 
it is not only more economically right, but it is timed 
right for change. 

If shoe men who sell and serve in the $1.98 bracket 
make a common push for the new $2.19 figure, it will 
do more good for the spirit of the industry than it will 
even for the standing of the store, faced with the in- 
evitable. 

We have a feeling that the public, having weathered 
the Winter somehow, physically and economically, will 
accept with greater ease the change from $1.98 to 
$2.19—and corresponding rises in the other price 
brackets on the way up—because it is punctuated by a 
change in weather, a change in dress, aehange in 


~ health and emotions. 
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MR. INDEPENDENT SHOE RETAILER 
HERE IS YOUR OPPORTUNITY 


This opportunity is only open in cities where there is not 
a good Health Spot dealer. 


A HEALTH SPOT 
SHOE SHOP 
YOURSELF! 


MODEL HEALTH SPOT SHOE SHOP FRONT AND INTERIOR 





Join This Ever-Growing Group. Over One Hundred in Operation 


YOU CAN HAVE ONE OF THESE FOR LESS THAN $5,000. 
AS HIGH AS 50% PER ANNUM HAS BEEN MADE IN MANY 
HEALTH SPOT SHOE SHOPS. 


Do You Know the Answer to Making 10% Net Profit After 
Taking Out a Salary? 


All bookkeeping detail and budget control taken care of for 
you for $3.00 a month. You have no worries about preparing 
statements. Monthly operating figures will give you a complete 
picture of your business. 

If you are now running a general shoe store without profit, 


wouldn’t you be better off concentrating on one line of men’s, 
women’s and children’s shoes? Why live among a forest of 








Expense 
NET PROFIT for the Period 


shoes? How to get 10% net profit 


Write for full details. There are many good cities still open where we can and pr oper © eturn on capi- 
help you get started on the road to a profitable, happy retail experience. tal investment 


CA, MUSEBECK SHOE 


* a) COMPANY 
Woe DANVILLE, ILLINOIS 


HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 

















WNUSED United States Army Shoes, left over from 
the World War an years old, sorted according to 
es and piled 7 Pier 4, South and Broad 


recently © 


ways and 
the pier. Size eight appeared to be in gre 


maller sizes, but there were 


A lot of men called for § 
few to be had. 
To get 4 pair of shoes, 2 man h 
ng that h 


w.P.A. card and @ signed slip showi 
[TURN TO pace 42, pLEASE | 
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READ THIS STATEMENT. 
-MADECTHIRTEEN YEARS AGO) 








Today Wohl Shoe 
Company backs 
this policy with 
four great lines of 
nationally adver- 
tised shoes... rec- 
ognized as the 
outstanding lines 
in the action-price 
field. If you are 
interested in ob- 
taining a more 
profitable opera- 
tion in your shoe 
department, write 
today... 








{ THE SEVENTH 
OF A SERIES 





jittle 
heel- 


WOHL SHOE COMPANY 


1601 WASHINGTON AVE. SAINT LOUIS, MO, 








NATIONALLY ADVERTISED IN TWENTY-SEVEN OF THE NATION'S LEADING MAGAZINES 
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The basement shoe department of 
Abraham & Straus, Brooklyn depart- 
ment store, is going high class. They 
are hiding their wall shoe racks be- 
hind artificial fronts. The partitions 
of lightweight painted wood are con- 
structed on the simple inexpensive 
side, but they contribute 100 per 
cent to the appearance of the depart- 
ment. 

Long horizontal displays are cut 
into each wall and their fluorescent 
lighting adds brilliant selling appeal 
to the shoes on display. These shoul- 
der high alcoves are about 18 inches 
high by 8 feet long by 1 foot deep 
and are painted a pale grey which 
blends with the pale green of the 
outer walls. Below these alcoves are 
sloping foot mirrors the same size 
and shape as the alcoves but down 
next to the floor where they will be 
most useful. Not only does this mod- 
ern treatment add to the attractive- 
ness of the department but the shoes 
under the fluorescent lights catch 
every shopper’s eye as soon as he 
enters the department. 

Here’s another display idea from 
A & S's third floor women’s depart- 
ment. A pyramid display of shoes 
is constructed in the center of the 


Washington, D. C.) 


BS 


ps 


® 


Bas 


® 


by JOHN F. W. ANDERSON 


Early Birds 


It pays to appeal to radio listeners 
before breakfast, judging from the 
experience of the Dr. A. Reed Shoe 
Store on Sixteenth Street, Denver, 
Colorado. 

A brief radio program put on at 
6.45 every Saturday morning has 
proven one of the most directly pro- 
ductive advertising features ever used 
by this Denver corrective store. The 


SHOE 


ro7w 


SANDAL 


Our Shoeman is non-committal, 
calls it a “Muchacho”, any way it 
has the appearance ot a smart shoe 
combined with the comfort and 
coolness of a sandal. Hand laced in 
tan calf, brown reverse calf and 
white reverse calf with contrasting 
tan lacings —Leather Sole and Heel, 
8.75. Exclusive with Saks Fifth 
Avenue. Complete selection of 
Beach Sandals from 2.00 to 8.75. 
Floor 


program brings in on an average from 
two to three customers per day and 
as many as 15 or 20 requests for 
catalogs. Corrective service and the 
suggestion to write in for catalogs is 
stressed. 

Timed just before the first news 
broadcast of the day, the shoe pro- 
gram attracts a considerable listener 
following. The large number of peo- 
ple who turn on the radio the first 
thing on getting up in the morning 
simply can’t miss it. 

oO * * 


Guaranteed Delivery 


Extra service from your ads is to be 
obtained by putting copies in every 
pair of shoes sent out from your store 
to your customers. This gives your 
ad a free ride to the customer and ii 
you place it in the shoe the customer 
has to see it before he or she puts the 
shoe on. A “stuffer” can also be 
printed up on a very light weight col- 
ored card stock, 3 inches wide at the 
top by 5 inches long by one inch wide 
at the bottom. This card, carrying 
your advertising message, is tucked 
into the shoe with the wide part stick- 
ing out, so that it cannot slip down 
into the shoe, out of sight. The card 
can be used to inform the customer of 
your delivery service, repair service, 
special fitting service, stock-in-trade, 
or special events, present or pending. 


ee ee 


First or Accepted 


I. Miller shoe stores and depart- 
ments are currently featuring a pro- 
motion based on the appeal of I. 
Miller shoes to women who like to 
dress smartly and to women who like 
to drees fashionably. 

“I like to be first” heads the dis- 
play in their 450 Fifth Avenue, New 
York store. “I like to make heads 
turn when I enter a room. That's 
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BEST IDEA OF THE WEEK 
TO SUIT THE TASTE 


(Le Fox Salon, 425 Fifth 


O. P. Ideator—“I have heard about your new shoe 
salon, devoted to custom shoes for women and for a 
price within the range of the budget woman’s pocket- 
book and I dropped over to see for myself.” 


Mr. Larry Fox—*I have been in the shoe buriness 
for fifteen years, selling and designing shoes, and I 
have seen the need for a shoe shop catering to the 
woman who wants or needs a custom shoe and hasn’t 
been able to afford to pay $20 to $30 for a shoe made 
to her order. Mr. Alex Stutz has been fitting shoes 
most of his life and he could also see the need for a 
specialized custom service shop. How often have you 
seen a woman drop into her favorite shoe store and 
say that she likes the fit of their shoes very much but 
would like a certain pair in a special color, a different 
heel, a special treatment in the design or some other 
individual treatment. Often the store says it just 
can’t be done and the customer is forced to buy some- 
thing she doesn’t want or go to an expensive custom 
shoemaker.” 


O. P. Ideator—“I suppose that a shoe store may 
get two or three such requests a month and can’t 
afford to handle such requests, or possibly their manu- 
facturer doesn’t want to go through the detail of spe- 
cial orders.” 


Mr. Fox—‘“Here in our store we are prepared to 
handle customer’s particular problems. We carry a 
certain number of shoes in stock and if a customer can 
find what she wants here she can walk out with a pair 
of $6.85 or $8.85 shoes. If she wants a pet pair of 


Avenue, New York City) 


shoes copied, or wants a pair in a different color or 
leather we will take care of her. Possibly she needs 
a shoe a quarter of a size longer or her feet are of dif- 
ferent widths or lengths, or she needs a particular heel 
height—we'll be only too glad to help her with her 
problem. And we can do it at a price from $12 
to $16. 


O. P. Ideator—‘“I've visited many of the stores on 
Fifth Avenue but this is the first time I’ve called on a 
shoe shop on the fifth floor. I didn’t notice any sign 
out front and I haven’t seen any of your ads so I am 
wondering how you established your business?” 


Mr. Fox—“We didn’t start this business over night. 
We have been thinking about it for years and when 
opened we had a list of about 2000 past contacts of 
ours who we knew would be prospective customers. 
Several consumer magazines have seen the need for 
our service and their news items have been responsible 
for a veritable flood of inquiries from women all over 
the country. The response has proved to us the need 
for our business. All they need to do is send in an 
old shoe, a pattern of their foot, or their size and ex- 
plain the type or treatment of a shoe they want and 
we can take care of them. We can especially see 
where we can be of service to shoe stores who have 
customers who want a customized treatment of the 
design of one of their stock shoes.” 


O. P. Ideator—“You are evidently filling a definite 
need for special treatments over standardized lasts 
and the response shows that the public agrees. 








why I’m always first to launch new 
fashions in clothes.” The copy con- 
tinues in the vein that here is the 
store for the woman who likes to lead 
the crowd. The window carries ap- 
propriate styles in high style shoes. 

The other window is designed 
around the theme, “I like accepted 
fashions. I admire some of my trail 
blazing friends. But personally, I 
prefer to wear fashions that have been 
accepted.” This window displays shoes 
appropriate for the smartly dressed 
woman. 

oe ie 


Keep Stock Rolling 
; Slow sellers quickly come to notice 


is designated by a letter of the alpha- 
bet, as follows: 


January 
February .. 


A July 

B August 

C September 
D October 
E November 
F December 


The year is indicated by letters 
taken from the back of the alphabet, 
and used in reverse. As for example, 
Z indicates 1936; Y indicates 1937; 
and so on. A shoe stocked in No- 
vember 1936 would be marked K-Z. 


* * # 


Two-for-One 


Taking a tip from the success of 
the annual one cent sales now being 
carried on by so many drug stores, 
J. F. Krebs and Co., men’s clothiers in 
Montrose, Colorado, recently ran a 
two-for-one sale which proved the 
most successful shoe cleanup in the 
firm’s history. 

During the sale the store sold two 
pairs of shoes for just slightly over 
the price of one. On merchandise 


priced up to one dollar, the second 
item was sold for one cent extra. 
Shoes selling for two dollars carried 
a five cent price on the second pair; 
those from three to four dollars, twen- 
ty-five cents on the second; those from 
four to five dollars, fifty cents extra 
and so on up the scale. 

The unusual nature of the event in 
Montrose enabled the store to clean 
up a tremendous amount of old mer- 
chandise at a very low advertising cost 
and in addition to gain many new 
customers. Stuart Krebs, head of the 
company, estimates that eighty - five 
per cent of the merchandise sold in 
the event went to new customers. 

Another factor that contributed to 
the success of the event was the fact 
that many customers brought friends 
to take the second pair of shoes and 
split the difference on the cost of the 
two items—thus developing many po- 
tential new customers for the future. 


* * « 
“When Patent Comes—can Spring 


be far behind?” 
(Stix, Baer & Fuller) 
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SHOE 


THE phenomenal success of Margaret Mitchell’s best 
seller and the recent release of the motion picture “Gone 
With the Wind” have stirred the public’s imagination in 
the direction of old-fashioned styles. Retailers the coun- 
try over have not been slow to realize the tremendous 
possibilities afforded by “Gone With the Wind” promo- 
tions. Especially have these been effective when the lo- 
cal premiere showing was taking place. These promo- 
tions have taken the form of window displays, newspa- 
per and radio advertising and both display and stunts 
within the store itself. 

One of the most interesting of these promotions took 
place in Rhett Butler’s own town, Charleston, S. C. A 
native Charlestonian, Alicia Rhett, who appeared in the 
picture as India Wilkes, was present at the opening. 
Condon’s department store featured the opening of the 
picture in their newspaper ads for the week previous. In 
these ads scenes of the picture were shown prominently 
and a short history of 50-year old Condon’s was linked 
with the period immediately following that with which 
the picture deals prominently. In addition the store had 





Public Interest in “Gone with the Wind” Picture Affords Oppor- 
tunities for Stores to Base Varied and Interesting Displays and 


Promotions Tied in with Local Presentations 
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Lansburgh’s, Washington, 
D. C., devoted five win- 
dows to the display of 
costumes worn in the pic- 
ture. One, shown here, 
showed Scarlett’s dress of 
green flowered muslin with 
high topped green kid 
slippers laced with green 
ribbon. 


PROMOTIONS 
Based on Popular Motion Picture 










a “Gone With the Wind” window featuring fashionable 
shoe styles and a photograph of Alicia Rhett. On the eve- 
ning of the opening, the store sponsored a half-hour ra- 
dio program, held in the lobby of the Gloria Theater 
and broadcast over local station WTMA. This program 
consisted of short interviews with prominent Charleston 
citizens attending the opening and was extremely suc- 
cessful in bringing the store to the foreground of cus- 
tomer consciousness. 

Lansburgh’s in Washington also staged a “Gone With 
the Wind” promotion. Five windows were given over 
to display of the original costumes worn while the pic- 
ture was being made. Shoes worn during this period ~ 
were also shown. Some of the costumes were modeled 
at a style show, while one costume which arrived late 
was modeled by the stylist for display, Miss Ruby May 
Bland, who passed through the various departments of 
the store in this dress. This promotion took in many 
departments of the store and was very successful. 

Some of the shoes shown in this promotion were 
[TURN TO PAGE 44, PLEASE] 
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+ of in trade terms stock uP, 
i ftable trade- Then, ope 


Start now to “fire UP + 
e, one capable of interesting Pre 
and we venture to say you ** 


outstanding featur 
enthusiasm ot the fitting stool 
ad for more business. 


throttle of 
peed with which you 3° ahe 
KISTLER “BENCH BRAND” sOLE 
the “outstanding feature” to which we refer. Sales possibilitie 
bottomed with it are great. Figures show 50,000,000 more pairs of shoes 
(men's, women's, children's) sold last yee" than in 1929. The growth © i 
creates demand for kinds nd values. Ki “BENCH BRAND" Sole Leather 
clicks with men who want quality — and they 4re legion. 
oc nbare wn man a goLES making shoes 
“BENCH BRAND” LEATHER SOLES. Write ¥* for them. 


orn es, 
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GIN eT. ompuny/ 
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Pomeroy’s new women’s 


design with a larger seat- 
ing capacity more 
space devoted to display. 


THREE NEW SHOE SECTIONS 


In Harrisburg Store 


Pp omeroy’s, 61-Year-Old Department Store, In- 

cludes Modern Shoe Departments for Men, 

Women and Children in Store-Wide Rebuilding 
Program — 


THREE completely modernized shoe departments, the 
women’s shoe salon, the men’s and boys’ department 
and the basement shoe department carrying shoes in 
all lines, were included in the rebuilding program of 
Pomeroy’s, Harrisburg, Pa.’s, largest department store, 
now in its sixty-first year. 

Charles A. Holmes is managing director and vice- 
president of the store. W. Willard Lewis, formerly with 
the Mary Sachs Store, and well known in Central Penn- 
sylvania shoe circles, is manager of the shoe salon. 

The women’s salon, formerly located in the rear of 
the ground floor, has been advantageously placed for 
the convenience of women shoppers at the front of the 
building on the same floor. 

The department, which has much more space than it 
had before the building was rebuilt, has a larger seating 
capacity and much more room for displays. The seating 
capacity accommodates approximately forty persons on 


The new and larger basemert shoe department, situated 
so as to facilitate store traffic, handles shoes for men, 
women and children in the lower price range. 


a green leather bench in front of a semi-circular fixture 
in the rear and on smaller seats and several chairs 
within the confines of the department. 

A slipper bar has been placed along the aisle, and 
there are six other individual display cases and tables in 
addition to room for displays in the fixtures in the rear. 
Shoes are stocked in the space behind the main fixture, 
which is lighted above the displays. 

Corresponding with the green leather bench the seat 
covers are of green. The terra-cotta background harmo- 
nizes beautifully. 

Chromium-plated mirrors and foot-stools both of 
which are used in aiding customers to try on shoes, 

[TURN TO PAGE 44, PLEASE] 
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| Woratequan Cob, wmver 


in your Spring lines .. . 


Golf shoes may not be your big- 
volume line — but they're mighty 
important to your customer. Let 
him brag a bit about the Norwegian 
Calf shoes you sold him — how 
they're glove-soft at the first wear- 
ing and forever after — how they 
retain their handsome appearance 
and supple comfort after repeated 
wettings in dewy rough — and he’s 
your friend for life (not to men- 
tion the business you get from the 





Ke 


rest of the foursome) . . . From the 
lines of leading manufacturers, you 
can sell him shoes for all seasons 
and all occasions — made from one 
of the Gallun vegetable tannages. 
No free acids to affect the health 
of sensitive feet . . . Bring out the 
Gallun leathers first, when you 
make a fitting. Be sure your stock 
is adequate, when you send in your 
next order. A. F. Gallun & Sons 
Corporation, Milwaukee, Wisconsin. 


Norwegian Calf 
hand-boarded grain 


Cretan Calf 


smooth but not glared 


Eskimo Calf 


water-resistant 
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Offer Your Trade the Distinction of 
4, 


Steerhide Huaraches from 
Mexico 


As advertised in Mademoiselle, 
Vogue, Harper's Bazaar, Esquire 





STEERHIDE HUARACHES 


No two pairs of STEERHIDE Huaraches from Mexico are ever 
woven with the same pattern and design. This is one feature of 
the genuine Huarache that domestic production has never been 
able to imitate 


Handwoven and handtooled of real leather thruout in natural 
light beige color. 


Immediate delivery in all sizes for men and women 
narrow, medium and wide lasts 


AND A NEW OXFORD FOR MEN 


THE 
TAPATIO 


Soft woven uppers THE TAPATIO priced to 


~ —— - undersell the market at 
fine Se teidon $2.45 per pair (wholesale) 
Real leather thru- Men's sizes 6 to 12 


out, sole, heel and odes a = 
uppers. mos SV for May 19th deltvery, 


Te QLD MEXICO SHOP 


SANTA FE-- NEW MEXICO 
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Retired from Shoe Business After 
35 Years to Follow Unusual Hobby 


After thirty-five yeats in the shoe business at Ripon, 
Wis., A. E. Steinbring decided one day this past Sum- 
mer to retire. He sold his shop and went home, “To 
hunt, fish and help my wife wash,” he Pena 

A cry of anguish went up rag younger gen- 
eration. “Is Santa going to retire, too? asked. 

Well, if Mr. Steinbring has anything té say about 
it the same Santa who has been going up and down, 
the streets of Ripon on that famous Dectynber day for 


A. E. Steinbring, — shoe retailer of Ripon, Wis., 
became a leading bird authority through thirty years 
study. 


the past 35 years will continue doing the same thing 
for many more years. The same Santa who has smoked 
the same pipe, worn the same clothes and traveled the 
same streets together with Mr. Steinbring during those 
35 years will continue the same as usual. 

On his first day of retirement, he said “I enjoyed it 
immensely.” 

But he was found working among his trees and birds. 

For many years the Steinbring yard and house has 
been known to bird lovers all over the country as one 
of the most bird-populated spots in the region. Robins, 
bluebirds, gold finches and many other varieties of 
wild birds can be found here, while in an alcove over 
the garage, Mr. Steinbring operates on injured birds 
that people bring to him, or that he finds. 

About 30 years ago, Mr. Steinbring’s son came home 
from school wearing an Audubon Society badge of 
membership and carrying a fistfull of literature on 
birds. The father became interested in the subject, 
and together they placed food outside near the trees for 
birds and as strange birds came to feed, father and 
son identified them. Together they began a study of 
birds that resulted in the hobby that Mr. Steinbring 
has devoted his spare time to through the~ ensuing 
years, and that he is now devoting most of his time to. 

He has become one of the leading authorities on 
birds, their habits and migrations in this section of the 
country, and has been called upon to lecture on the 
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subject, as well as forming bird clubs and conducting 
essay contests on the subject. 

Left an orphan at an early age, Mr. Steinbring was 
able to go to school only to fifth grade, when he had 
to get out and work for a living. Many odd jobs, such 
as farming, berry-picking, weeding gardens, etc., en- 
abled him to save the enormous sum of $20. With this 
money he purchased a new suit of clothes and a new 
pair of shoes and got a job clerking in a general store 
in Ripon at $1 a week salary, with a chance for ad- 
vancement. 

After 10 years in this store, he finally decided to 
strike out for himself, starting with a small shoe store 
in half of a grocery. 

The opening day was March 5, 1903. His first sale 
was a pair of shoes for 90 cents, and the total sales on 
that first day was $27. 

With plenty of hard work, long hours and close fig- 
uring, Mr. Steinbring built up his business until he was 
able to move to a larger location, which in time came 
to be known as “Steinbring’s Busy Corner,” now a 
landmark in Ripon. 

The children of yesterday, and those of today call 
Mr. Steinbring “Santa” and “The Bird Doctor.” 

His civic and fraternal activities have been many. 
His church work and his philanthropies have earned 
him a name that will live long in the annals of Ripon. 


Whale Leather New Japanese Venture 

With whale leather Americans are not familiar. They 
know of shark leather, but leather from the animal that 
made Jonah famous is not to be found in American 
marts. However, Japan figures on making whale leather 
in increasing quantities, as well as on making more 
leather from sharks and other creatures of the sea. 

A copy of The Osaka Mainichi, which has recently 
arrived with Peabody tanners, tells of the whale and 
shark leathers of Japan. 

“The hides of the sperm, the blue and the dike whales 
are best for making leather” says the Mainichi. “An 
average of 750 feet of hide can be taken from one whale. 
It is three inches thick, and can be split into three 
sheets, and so a possible production of 2250 feet of 
leather from one whale hide, or as much leather as can 
be had from 55 ox hides.” 

Japanese fishermen, according to the Mainichi, will 
make their way into the Antarctic, and there will catch 
the big sea-going mammals for food, oil and hides. It 
is probable that enough whales will be taken for the 
making of 14,600,000 feet of leather annually. 

As for shark leather, the Mainichi figures that 800,- 
000 sharks are caught annually by Japanese fishermen, 
and of them, 4,400,000 feet of leather is made. Allow- 
ing 114 feet of leather for the uppers of a pair of shoes, 
the shark leather suffices for making more than 2,000,- 
000 pairs of shoes, or about a third of Japan’s annual 
requirement of leather footwear. 





t VIMEMO} 
IWENTY E YEA 
OF. PROGRE! 
HM HUBSHMANSBI 
wen belie. 
NEW YORK 
1915-1940 


QUARTER CENTURY 
OF SERVICE 


25 YEARS OF EXPERIENCE 
25 YEARS OF UNDERSTANDING 


Now, as we enter our 26th year, 


we extend sincere appreciation to 
those who have made this progress 
possible. And—we pledge ourselves 
anew to a continuance of our estab- 
lished policy of personal service, 
willing cooperation and individual 


attention to the needs of our clients. 


H. M. HUBSHMAN & Bro. 


FACTORS 
180 MADISON AVENUE, NEW YORK 
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[38] 
TAKE A 
“LOOK SEE” 
SANDE | \ . 


MOHAWK will be 


—At the recent Mid-West Shoe Fair, a suc- 
cessful traveling salesman said to me: 
“Boot AND SHOE RECORDER 
— is my efficiency ally. It does 











sta | all the introducing of my line 
a r sa esman and saves that much time for 


me to do the real selling. I 

feel that RECORDER increases 

my contacts and sales to a 

marked degree. I wouldn’t 

want to work without it.” 
—When merchants read about a line in 
their favorite trade magazine, they are 
much more inclined to take a “look see” 
when the salesman comes around. 
—And more often than not that “look see” 

—— results in a real order. 


in your store | —Boor anp Soe Recorper is a mighty 


good “look see” stimulator. 





Let us tell you how Mohawk carpets can help sell 


shoes in your store. Write Mohawk for the facts. Ask your manufacturer to use the Re- 
“es 
MOHAWK CARPET MILLS, AMSTERDAM, N.Y. corvER to help you “get more shoes sold 


Fight” 
| BOOT AND SHOE RECORDER 
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HEY’RE denizens of far off Australia, and their superb skins have many 
sterling attributes. Consider for a moment the many virtues of Kangaroo 
Leather, then put it to work for you immediately, and most important— 
PROFITABLY. 
KANGAROO IS FEATHERWEIGHT FOR UNTIRING EASE AND 
COMFORT. 
KANGAROO HAS A TIGHT GRAINED SURFACE, MAKING FOR A 
BRILLIANT POLISH. 
Anp Kancaroo Is Economica, Too, 17% stronger, weight for weight, 
than the leather in any shoe you sell, and giving longer wear as well 
as comfort and fine appearance. 


These features combined give you the greatest chance for profits in 

modern shoe merchandising. There’s a place for Kangaroo Leather in 

every shoe store in America. You can make it a profitable part of your 
ot shoe business. 


«sm by the... 

O SURPASS LEATHER COMPANY 
nti. RICHARD YOUNG COMPANY 

TANNED /N ZIEGEL EISMAN COMPANY 
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: 1940 
STYLE MODELS 


IN STOCK 
FOR ALL OCCASIONS 


SEND FOR YOUR CATALOG 


ORDERS LARGE OR SMALL 
GIVEN PROMPT A 1ON 





FIELD and FLINT CO. 


BROCKTON, ESTABLISHED 1067 MASSACHUSETTS 


Also Makers Also Makers 
Dr. M. W. LOCKE SHOES ANATOMIK SHOES 
For Men For Men 
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“Ge the Deer of Black Kidskins 


Whatever novelties may come or go, black is the color that sells 
shoes year in and year out. Black is big every season, and it ial 
always at its best in fine kidskin. Quaker City Black is k | 


quality, fine texture, and its hardy wearability. In gla : a 


(41) 


Fi 


QUAKER CEE YW DEVESITON 
, ALEEED KMED COMPANY 
$19 West Huntingdon Street, Philadelphia, Pa. 
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a 
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BLUE © BEIGE 
MAROON © GREEN 








FOR MEN'S 
AND 
WOMEN'S 
SHOES 





Made of sturdy flannel—large enough for size 13’s—No 
dust can sift through. A travel necessity—a home 


convenience. 


name stamped in gold on each 
three (3) dozen boxes, if request 


Fast sellers in leading stores. 


Dealer’s 
with each order of 
, at no extra charge. 


Made by Whittredge Overgaiter Co., 7 Liberty Square, 


Lynn, Mass, 
D 
P. 
H. 


ISTRIBUTED BY: 
. H. VOLK & CO., sactimone, mo. @ J. P. DUNN SHOE & LEATHER CO. vewver. cot. 
H. HACKMAN LEATHER CO., crevecano, onso@ H.R. HOLDEN & CO., INC., soston, mass. 


ARTHUR BERGREN & CO., cuicaco, 11. 








Why Customers Leave Home 


[CONTINUED FROM PAGE 23] 


and in all fairness she will probably 
answer: “Yes, it is.” Now suppose she 
paid six dollars for the shoes she is re- 
turning. Why not make a bargain with 
her like this: “Madam, the shoes you 
brought back have a great deal of wear 
left in them yet, and you have already 
had two months’ wear out of the shoes. 
Say that is worth one dollar, and there 
is at least two dollars’ worth more wear 
in them.” She will readily assent to 
this. Now we have the adjustment up 
to this point, that she is going to take 
the shoes back home with her, and the 
adjustment amount is settled. Now with 
a little skillful salesmanship you can 
show her the latest arrivals of six dol- 
lar shoes, and you can say: “These 
snappy styled shoes are yours for three 
dollars, because we owe you three dol- 
lars in adjustment.” No doubt she will 
be glad to purchase them at that price, 
and take the new pair, as well as the 
old shoes she brought back with her. 
Now that the smoke has cleared away, 
let’s see what we have lost or gained in 
this adjustment. First we have gained 
the good will of the customer. The first 
pair of shoes she purchased for six 
dollars, the pair she took in adjustment 
‘was three dollars, which makes nine 
dollars for the two pairs of shoes. Say 


your cost was three-fifty each pair, 
which would make a total cost of seven 
dollars. The profit of two dollars on 
this sale is pretty low but you could 
have lost one dollar on the adjustment 
had you given the customer a new pair 
of shoes and took the pair back that she 
returned. Your cost price on the two 
pairs of shoes was seven dollars, and 
she paid six for the first pair, so all 
you would have had would have been a 
worn second-hand pair of shoes to 
throw back in the corner with a loss of 
one dollar. And very many of such ad- 
justments can run into money fast, so 
that at the end of the year they show a 
big loss. 

Just a word in regard to salesman- 
ship. There is no power greater than 
the power of suggestion. It is amazing 
how the system of paying one per cent 
on the dollar to salespeople who sug- 
gest merchandise outside of their de- 
partments will increase business. For 
instance, the clothing men will invari- 
ably and without fail see that the cus- 
tomer who purchases a new suit or top- 
coat will be steered into the shoe 
department. The saleswomen in the 
women’s ready-to-wear will suggest a 
new pair of shoes, with every new dress 
or coat, purchased by their customers. 








And the shoe salesmen will, in turn, 
suggest men’s wear or new arrivals of 
merchandise in the women’s depart- 
ment, All of this can be done by simply 
letting salespersons put their sales num- 
ber on a small ticket and hand it to the 
salesperson they turn the customer over 
to, who in turn will place the amount of 
sale on the ticket and drop it into a 
convenient box placed in the depart- 
ment for that purpose, to be paid at the 
end of the month, with other commis- 
sions. 

Yes, the shoe department can be the 
most profitable department in the store. 
There is no cleaner stock of merchan- 
dise to handle, and no line on which a 
quicker turnover in sales can be had, if 
the department is operated correctly. 


W.P.A. Workers Get Shoes 
[CONTINUED FROM PAGE 28] 


relief status and would not sell, barter 
or give away the shoes if issued to him. 
The men lost half a day’s pay by stop- 
ping work early to apply for the shoes, 
but it was said that an opportunity to 
make it up would be given them. A tag 
on many of the shoes read: “Caution: 
Shoes must be correctly fitted,” but 
comparatively few of the men took the 
trouble to try them on and the matter 
of width played little part in their 
selection. 

Lieut. Col. Brehon B. Somervell, 
W.P.A. administrator for New York 
City, obtained the shoes from the Fed- 
eral Commodities Distribution Division, 
and the work of distributing them was 
handled by Paul Savage, in charge of 
W.P.A,. warehouses. 








Joins Belcher Company 


Boston, Mass.—Miss Jane Wheeler, 
for a number of years stylist with the 
Everlastik Company, of Chelsea, Mass., 
is now associated with the George E. 
Belcher Company, last manufacturers 
of Stoughton, Mass. Miss Wheeler is 
taking over the sales promotion activi- 
ties of the Belcher Company and ex- 
presses herself as very enthusiastic 
about her new opportunity. She has 
many friends in the trade who will wish 
her well in this new connection. 





Promotion Plus 
Personal Service 


[CONTINUED FROM PAGE 25] 


merchants and department managers 
could accomplish by persistent efforts 
to increase their business. 

It is especially interesting to recall 
that prior to the time when he took 
over this department, Mr. Krumholz 
had never sold men’s shoes. His ex- 
perience had all been in the women’s 
branch of the business. In this depart- 
ment he has given men the same kind 
of customer service he formerly gave 
to women customers, and his results 
prove that men also appreciate service 
when it is rendered in a courteous, in- 
telligent manner, with the customer’s 
interest as the first consideration. 
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No matter how high the arch — 
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‘ proper construction is obtained 

ff te with UNISHANK. There is no more 

reliable way to build durable 


strength and weight-bearing se- 





curity into women’s shoes than by 


UNISHANK using the UNISHANK method. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Three New Shoe 
Sections 


[CONTINUED FROM PAGE 34] 


have been distributed through the de- 
partment. Primavera wood was used 
in all fixtures and display cases. A 
new interlocking weave carpet has been 
placed on the floor. 

Lighting facilities have been in- 
creased greatly in the department, as 
it has been throughout the store and in 
the two other shoe departments. Lumi- 
line lighting has been used in such a 
way as not only to throw lighting on 
the merchandise, but to distribute it 
evenly and without harshness. 

The men’s and boys’ shoe department 
has been advantageously placed in a 
new position on the first floor sur- 
rounded by other departments selling 
merchandise for men and boys. The 
department was formerly located near 
the elevators in the first floor. 

This department follows the women’s 
salon exactly with the exception that 
the semi-circular fixture in the rear is 
more nearly complete. The stock is also 
carried in the rear and the same color 
scheme has been carried out. 

Half-way up the side of the men’s 
department is a deep indenture in the 
rear of the fixtures where, under effec- 
tive lighting, displays are put on view 
to the public. 

The basement shoe department, han- 
dling low-price shoes in women’s, men’s 
and children’s lines, was enlarged and 
a greater seating capacity provided. 

The department, situated to facili- 
tate the flow of traffic, is finished in 
two shades of tan and the seat covers 
are brown. Modernistic chrome chairs 
and metal fixtures were used. 

In addition to shoe departments cov- 
ering the needs of every member of the 
family with a wide price-range, Pom- 
eroy’s boasts its own shoe repair shop. 

The shoe repair shop, established 
about four years ago for the accommo- 
dation of customers, was also enlarged 
and remodeled. Four men are employed 
in the department to do all types of 
shoe repairing. 

In order to give some idea of the 
wide area from which the store draws 
customers, there are approximately 150 
towns within a seventy-five-mile ra- 
dius of Harrisburg represented in the 
charge accounts handled by the store. 

The amazing thing about the entire 
project was that the building was re- 
built in its entirety without the store 
or any of its departments being forced 
to close for a single business day. 


Women’s Shoes 
Hit Manly Stride 


[CONTINUED FROM PAGE 19] 


play clothes. It is most popular in grain 
leathers and comes in browns, tans, 
whites and white with colors, with 
either leather or rubber soles. The very 
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low heel makes it an ideal lounging 
shoe. 

From the point of view of general 
fashion trends, these two types of 
women’s shoes, modeled on men’s pat- 
terns, are part of the growing vogue for 
low-heeled shoes to wear with casual 
clothes from tweed suits to tailored 
slacks, Grain leathers and antique 
finishes are increasingly popular and 
are well-suited to shoes of this type, 
which have that much-discussed and all- 
important “custom look.” Definitely a 
“shoe for the occasion,” the man-made, 
man’s type, woman’s shoe should score 
in 1940 on several counts. 


Whites Paramount 
In Resort Picture 


Miami, Fuia.—Three points are in 
high favor among Miami shoe mer- 
chants, including the several chain 
stores. White is, of course, of para- 
mount importance; then color and 
finally, wedges. From the $1.99 to 
highest exclusive lines these three fac- 
tors are being stressed. 

Burdine’s are showing an interesting 
pump with V-shaped vamp with cut- 
out work such as is used on table linen, 
in white or high colors. Many of their 
sandals are draped, and a lot of step- 
in or pump models are shown. Every- 
thing is carrying more or less decora- 
tion, either in manipulation of material, 
in perforation or in color combina- 
tions. Ankle straps are quite impor- 
tant. So are laced oxfords. All of 
Burdine’s Sunshine Fashion colors— 
whispering pink, murmur blue, peri- 
winkle blue, chocolate soda brown and 
the others are available in a variety of 
smart models. It is the policy of this 
store to have skins dyed to match their 
complete line of accessories. Heels are 
very definitely important here. 

Burt’s, a chain store, is featuring 
wedges mostly in color combinations. 
They profess to be able to offer every 
imaginable color combination. Butler’s 
is emphasizing built-up and fancy heels 
in their new line of spectator sports, 
with the importance of color combina- 
tions being stressed. 

A. S. Beck is offering a rainbow of 
colors in dress and spectator sports 
shoes, featuring such colors as butter- 
cup yellow, flag red, glacier blue, bay- 
berry green, baby ribbon pink and auld 
country green, as the shoe colors you'll 
wear next Summer. They are showing 
a lot of other colors with new names, 
but these are the ones that have been 
moving best. Wedges are in demand 
and a number of ankle strap models 
are moving. Interesting is a three- 
layer pyramid heel in splashy stripes 
to match the vamp of a draped sandal. 

Richard’s is running strong in white, 
also white with tan, blue, black or 
multi-color trim wedgie. They also re- 
port steady interest in multicolor kids 
and in white with black trim. Baker’s 
is presenting “next Summer’s shoe 
fashions” in white and white with color 


combinations. Wedges in striped ef- 
fects have been unusually good. Pumps 
with boxed toe are good. 

Nankin’s has introduced a new line 
of popular priced shoes this season. 
They have stocked 75 styles, including 
colored alligators. Cowen’s is showing 
an attractive new shoe with the Turk 
walking heel—in white, canary, sham- 
rock, black, imperial and stop red doe- 
skin combined with harmonizing piping 
of French lizard. This is a shoe intro- 
duced as one “five months ahead of the 
nation.” The Lady Londonaire is a 
new model in a number of good color 
combinations. Cowen’s is also offering 
genuine python shoes in a number of 
models. 

David Alan, long known as a place 
catering to “gentlemen’s apparel,” has 
introduced a Lady Nettleton shoe for 
women. Nettleton shoes for men have 
long been featured in this shop. 

Sears has introduced their Summer 
line of June O’Day footwear for wo- 
men, featuring white kid and white 
linen with tan calf contrast. There are 
a number of clever details to these 
shoes, including patterned perforations. 
Cuban heeis predominate. 


Patent and Kid Important 


In Denver Spring Picture 


Denver, CoLto.—Style trends in Den- 
ver give patent leather first place 
right now. Gabardine with patent 
trim, lizard or alligator combined with 
bucko or calf trims, bucko and calf, 
elasticized kid and plain kid are the 
wanted materials. Black is first, blue 
second and brown third. Pastels are 
gaining in popularity. 

At the Denver Dry Goods Co. elas- 
ticized kid and gabardine are firsts in 
blue. The Fontius are showing and 
selling in a large way elasticized doe- 
skin stepins in biege, gray, and brown. 
This store reports a larger demand 
for play shoes.and find two sub-deb 
models, one of pigskin and brown calf 
trim with side lacing, the other of moc- 
casin type in all natural elk of beige 
with brown, or white with brown, and 
all in heavy ribbed crépe soles, to be 
just what the athletic sub-debs have 
been waiting for. 

Gano-Downs feel a new note in the 
turning to lighter weight shoes for 
men. These are shown in the moccasin 
style unlined, with flexible soles and 
brass eyelets. 

The May company are prepared for 
a real return to the gay colored 
wedgies and pastel sandals in kid. 


Opens Novelty Store 


San RaPFAEL, CaLir—aA parlor type 
shoe store has been opened here by Mrs. 
Boone under the name of Hollywood 
Footwear. Popular priced novelty shoes 
are being highlighted. Mrs. Boone is 
being assisted in the buying and man- 
agement by Wm. B. Johnson. 
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Watch the headlines for News! 
Watch the Toe-lines for Celastic! = 


A growing number of men’s manufacturers look to Celastic 

for the careful reproduction of last-lines, and for comfort eZ 
and style. @ In each matched pair there is the constant reflec- oo” 
tion of quality that makes Celastic the last word in box toes. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WATER REPELLEN I 


( sfintan ib 


FOR SLIPPERS 


THRIFTY 


In his “Poor Richard's Almanac; reputed to 
be the most widely read book in the world 
with the single exception of the Bible, Ben- 
jamin Franklin stressed the virtues of thrift. 


We, too, stress the virtues of thrift at the Ben- 
jamin Franklin Hotel, but not at the expense 
of comfort. Our 1200 large rooms, all with 
bath, are moderately priced. Our food bas won 


the praise of visiting gourmets. 


THE 


BENJAMIN FRANKLIN 


PHILADELPHIA'S FOREMOST HOTEL 


SAMUEL EARLEY 


A GREAT NAME 








Hide Futures Decline Under Liquidation 





Speculative Pressure Held Mainly Responsible for Drop in 
Prices on New York Commodity Exchange 


New York—Under pressure of spec- 
ulative liquidation and curtailment of 
operations by some tanners, hide fu- 
tures on the New York Commodity Ex- 
ehange early this week declined 19 to 
21 points. 

The drop followed a decline of from 
25 to 27 points over the entire range 
of last week’s trading. The total loss 
for the current move has equaled 44 
to 48 points, or nearly one-half cent 
per pound. 

The nearby delivery months found 
only scaled down support from trade 
houses, because of lack of demand for 
actual hides, and the futures market 
turned downward under pressure of 
the speculative liquidation. 

Monday 35 transferable delivery no- 
tices were issued on the Commodity 
Exchange floor, serving notice of in- 
tention to deliver actual hides. Word 
circulated that these were March, 1935, 
hides, and some buyers backed away 
from the market. The September 
(1940) delivery sold at 63 points pre- 
mium over March as commission houses 
sought to close out their commitments 
in the nearby month. Fifty-five points 


is a more normal premium for a six 
months’ period. 

Volume of trading over the week 
was heavy, totaling 1463 contracts or 
58,520,000 pounds. This was largely 
a reflection of the switching operations 
which become active every three months 
as delivery dates approach. February 
26 was the first notice day for delivery 
of hides against March contracts. 

Downward pressure on the futures 
market from speculative sources was 
aided by continued trade hedge selling 
against inventories and against pur- 
chases in the resale market. Some 
profit taking on the short side and new 
buying absorbed the offerings on the 
scale-down. 


Actual Hides 


Weakness in futures tended to re- 
strict tanner interest in the spot mar- 
ket. Barely 50,000 pieces were sold by 
the Big Four packers at prices steady 
with those of the previous week. The 
basic grade, light native cowhides, last 
were quoted at 13% cents per pound. 

Packers evidently were content to 
accumulate hides in their warehouses, 


rather than shade prices. Heretofore 
they have been reported in a fairly well 
sold up position and stocks were not 
believed to be large. 

Tendency of packers to “wait out” 
the market was strengthened by firm- 
ness in foreign markets. The South 
American market was quiet on the week 
because supplies were well sold. Bids 
on standard frigorifico steerhides, ac- 
cording to cables from Buenos Aires, 
were 3/16 cent per pound higher at 
13 13/16 cents. 

Calfskins in the domestic market 
were likewise firm, advancing one-half 
cent on sales by Swift & Company. 


Foreign Trade 


Current trade reports that foreign 
hide, leather and shoe orders had in- 
creased since the European war, but 
fallen short of expectations, were veri- 
fied in figures issued by the Tanners’ 
Council of America and the Bureau of 
Foreign and Domestic Commerce. 

Dollar volume of exports in January 
was $1,183,000 against $922,000 of 
leather sold abroad in January, 1939. 

Shoe exports in December dropped 
to 195,000 pairs after the heavy ship- 
ments abroad in November of 478,000 
pairs. Total for the year 1939 of shoe 
exports was 3,065,000 pairs against 
2,309,000 pairs in 1938. 

Exports of all kinds of cattle hide 

[TURN TO PAGE 63, PLEASE] 
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Villy 
SALESMAN Says 


Three ‘years ago my firm began advertising in Boot and Shoe 
Recorder and my sales began to climb. 


Merchants didn’t always say they ‘saw our ad,’ but there was a 
powerful influence at work to-make our shoes stand out and make 


our product more readily acceptable. 


A year ago this advertising campaign was stopped and almost 
immediately my sales began to drop. 


I’ve always supposed that indirect results were possible from ad- 
vertising, but I, in my territory, got DJRECT results. 


Now it’s embarrassing when a merchant asks, ‘What’s happened 
to your advertising campaign?’. 
With competitive conditions such as 
they are I need every bit of sales 
stimulus I can get, and Boot and Shoe 
Recorder advertising was a big help.ee 


a. 





Primarily you are interested in the mer- 
chant’s buying power, but his Selling Power 
is really what counts. Your Recorder adver- 
tising does help his sales people to do a more 


informative, a more intelligent job at the 
Point-of-Sale, the Fitting Stool. 
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THEY COME BACK FOR 
SHOES -NOT WITH 
THEM 


‘ 












1 “Like every shoe retailer, I always have 

" had a certain number of customers re- 
turn. But there was a time when too many 
of them came back — with complaints on 
how one sole had given out while the other 
was still good, or got ragged at the edge and 
made a messy appearance.” 










cS 






4 “Those pictures ex- 

lain better than 
words why I swear by 
England Walton ‘Fibre- 
Sorted’ Soles. And I see 





I caught wise to E W ‘Fibre-Sorted’ Soles. At 


“Then 
2. England Walton, sorters have been trained to know the in- 





ternal fibre structure of leather. They know that if a sole with 





loose fibre structure is mated with one that is tightl = 
one will break down under wear long before the 








“These pictures, taken with polarized light, reveal how the 
® strain-lines vary in un-matched soles representing the type 
of sorting that occurs when E W skill is not equalled.” 






proof of it every day, in 
the fact that my customers 
come back, empty-handed, 
for more shoes, rather 
than laden down with old 
shoes and complaints! 


5 “E W Fibre-Sorting 
* makes a very 

sales point, and EW ‘Fi- 
bre-Sorted’ Soles make 
shoes stay sold.” 


Ragland 5 Walton Division A. C. Lawrence Leather Co. 
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National News 





Leather Industry Committee Appointed 





Representatives of the Public, the Leather Industry and the 
Employees to Recommend Minimum Wages 


Under Fair Labor Standards Act 


WASHINGTON, D. C.— Appointment 
of a committee of 24 members to recom- 
mend a minimum wage for the leather 
industry under the Fair Labor Stand- 
ards Act was announced last week by 
the Wage and Hour Division, United 
States Department of Labor. Msgr. 
Francis J. Haas, Dean of the School of 
Social Science, Catholic University of 
America, Washington, D. C., will be 
chairman of the committee, which is 
equally representative of the public, 
the employers, and the employees. The 
committee plans to meet for the first 
time late in March in Washington. 

The definition of the industry for 
which the committee is authorized to 
recommend a minimum wage between 
30 and 40 cents an hour inclusive is: 

“(a) The manufacture of leather 
(including rawhide) from any type of 
hide or skin; the currying and finishing 
of leather and 

“(b) The manufacture of welting and 
power transmission belting when made 
wholly or principally of leather.” 

The industry committee for the Shoe 
Manufacturing and Allied Industries 
was appointed last year and recom- 
mended a minimum wage of 35 cents 
an hour for such industries. This 
recommendation is awaiting approval 
or disapproval by the Administrator of 
the Wage and Hour Division. A com- 
mittee for leather products other than 
shoes will be appointed later. 

Members of the leather committee 
are: 

For the public: Msgr. Francis J. 
Haas, Dean of the School of Social 
Science, Catholic University of Ameri- 
ca, Washington, D. C.; Miss Elizabeth 
8S. Magee, executive secretary, Con- 


sumers’ League of Ohio, Cleveland, 
Ohio; Edgar M. Hoover, Jr., assistant 
professor of economics, University of 
Michigan, Ann Arbor, Mich.; Miss 
Elizabeth Morrissy, professor of eco- 
nomics, Notre Dame College, Baltimore, 
Md.; John J. Murray, lawyer and for- 
mer chairman of the Massachusetts 
State Board of Arbitration, Boston, 
Mass.; Thomas L. Norton, professor of 
economics, University of Buffalo, Buf- 
falo, N. Y.; Harry W. Newburger, 
former vice-president and director, L. 
Bamberger & Company, New York, 
N. Y.; Tipton R. Snavely, department 
of economics, University of Virginia, 
Charlottesville, Va. 

All the public members with the ex- 
ception of Mr. Newburger have served 
on the Shoe Industry Committee. 

For the employers: H. N. Good- 
speed, A. C. Lawrence Leather Co., 
Peabody, Mass.; A. J. Swedenborg, 
Raser Tanning Co., Ashtabula, Ohio; 
Ernest Lyndon McKee, Armour Leather 
Co., Sylva, N. C.; George J. Harring- 
ton, Hunt Rankin Leather Co., Pea- 
body, Mass.; Silas Foot, S. B. Foot 
Tanning Co., Red Wing, Minn.; John 
Mahoney, Alma Leather Co., Johns- 
town, New York, and John F. Mahoney 
& Bro., Inc., Gloversville, New York; 
William Hunneman, Jr., Mitchell & 
Peirson, Inc., and William Amer Co., 
Philadelphia, Pa.; Edward H. Ball, 
Chicago Belting Co., Chicago, Ill. 

For the employees: Daniel J. Boyle, 
secretary -treasurer, Boston, Mass.; 
James J. Chenery, chairman of execu- 
tive board, Boston, Mass.; Joseph F. 
Cunningham, executive board member, 
Philadelphia, Pa.; Thomas Galanos, ex- 

[TURN TO PAGE 50, PLEASE] 


Compo Reelects Officers 


Boston, Mass.—At a meeting of the 
stockholders of Compo Shoe Machinery 
Corporation held on February 20, Bar- 
nard S. Solar was reelected president 
and William H. Bresnahan, chairman 
of the board. Leo P. Nemzek was also 
reelected to the position of secretary- 
treasurer. 





Barnard S. Solar, left, and Wil- 
liam H. Bresnahan, reelected 
president and chairman of the 
board, respectively, of the Compo 
Shoe Machinery Corporation. 


In its annual report to the stock- 
holders the company published a list of 
its licensees, showing that 177 manu- 
facturers are now making Compo 
Shoes. During the year 1939, 52% mil- 
lion pairs were made and the total pro- 
duction during the past eleven years is 
318 million pairs. 





Abrams with Golo Slipper Co. 

Detroit, Micu.—Sol Abrams, for- 
merly with A. Sandler & Co., is now 
representing the Golo Slipper Co., of 
New York, in Michigan, Ohio and West 
Virginia. 
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Employees Pledge Friendship and Loyalty 
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Baltimore, Md.—The close personal bond of friendship and loyalty existing 

between the D. Myers & Sons, Inc., this city, and the employees of the company 

was evidenced recently when Elkan R. Myers, president; Elkan Ries, sales man- 

ager, and Arthur Ries, credit manager, were presented with a handsomely deco- 

rated cake in recognition of the firm’s 30th anniversary. On the cake was in- 

scribed, “Happy 30th Anniversary. For many years we pledge our loyalty and 
cooperation. The Happy Family.” 





Leather Industry Committee 
Appointed 
[CONTINUED FROM PAGE 49] 


ecutive board member, Newark, N. J.; 
Augustus J. Tomlinson, executive board 
member, Girard, Ohio. 

All of the Leather Division Interna- 
tional Fur & Leather Workers’ Union 
(CIO). 

Bernard G. Quinn, General President 
United Leather Workers International 
Union (A. F. of L.), Philadelphia, Pa.; 
Boris Shishkin, Economist American 
Federation of Labor, Washington, 
D. C.; William Oaksford, executive 
board member Independent Leather 
Workers’ Union of Fulton County, 
Johnston, New York. 


Wolverine Shoe Distributes 
Bigger °39 Bonus 

Rocxrorp, Mico. — The Wolverine 
Shoe & Tanning Corporation has just 
recently distributed their 1939 bonus 
among 761 employes. This is the result 
of the 20-year-old profit sharing plan 
of the company. 

The 1939 bonus was 75 per cent 
larger than that distributed in 1938, 
according to G. A. Krause, president of 
the corporation. This was due to im- 
proved business conditions and ex- 
panded sales volume of the company. 
The average bonus was in excess of 
$100. 

The profit sharing plan works on the 
basis of the annual wage of the em- 
ploye and the years of service given. 
Veteran employes receive more than 


newcomers as the profit-sharing plan 
provides for the payment of $5 for each 
5 years of employment in addition to 
the proportionate share of the profits 
available for all employes regardless 
of length of service. The idea is to en- 
courage lifelong service to the corpora- 
tion. 

Employes have the option of taking 
the bonus in cash or stock in the cor- 
poration. A year ago, Mr. Krause re- 
ported, 43 per cent of the employes 
took stock. The corporation made the 
distribution of $48,000, at that time. 

The company has distributed more 
than $1,000,000 among its employes 
since the profit-sharing plan was in- 
augurated in 1919. In the 20-year 
period, workers have received an aver- 
age of $2,768 in addition to their regu- 
lar pay checks. 

Forty-five per cent of the company’s 
employes are now stockholders in the 
company. There are many 10, 15 and 
20-year employes on the rolls. All 
workers who have served for a full 
year are entitled to a bonus. 

Members of the Krause family con- 
trol the corporation and are noted as 
pioneers in socializing industry. They 
maintain that the progress of the com- 
pany is due to employe’s personal 
interest in the corporation. Ninety per 
cent of the company’s stockholders are 
reported to be active in the business. 

The corporation was one of the first 
to sponsor health insurance for its 
workers. They were the means of 
establishing the Wolverine Mutual 
Benefit association, which pays health 
and hospitalization benefits to em- 
ployes. 

Officers of the Wolverine Shoe & 


Tanning Corporation are: G. A. 
Krause, president; Victor W. Krause, 
secretary, and Otto A. Krause, treas- 
urer. 


Travelers Group Plans 


Summer Ball 


Boston, Mass.—The 210 Associates, 
a one-year old benevolent association of 
New England shoe travelers, has an- 
nounced plans for a ball to be held next 
Summer to raise funds which, in turn, 
will be available for loans to traveling 
men who are in need of temporary 
financial assistance. The date selected 
is the evening of June 10, the first day 
of the Boston Shoe Fair, and it is 
understood that arrangements have 
been made with the show management 
to ask exhibitors to close their sample 
rooms during the ball. 

The organization is non-sectarian and 
includes salesmen in industries allied to 
the shoe manufacturing industry. An 
extensive membership drive is being 
conducted at the present time. 

Officers are Abe W. Berkowitz, presi- 
dent; Daniel Myerberg, vice-president; 
Ray Brady, vice-president; Ken Holly, 
vice-president; Alfred Lappin, treasur- 
er; Joseph Stillman, secretary; Leslie 
H. Horn executive secretary. The 
Board of Directors is composed of Abe 
W. Berkowitz, Ken Holly, Dan Myer- 
berg, Ray Brady, Louis Jacobs, Ted 
Rock, James English, Abe Bloom, James 
Burns and Albert Lappin. 

The program committee for the June 
10 dance is as follows: Abe Bloom, 
chairman; Nat Lyons, vice-chairman; 
Louis Jacobs; Phil Green; Charles 
Harding; Ted Rock; Dan Myerberg; 
Morris Rosenston; Charles Gutman; 
Harry Aronson; Walter Reinstein; 
Leslie H. Horn; and Albeit Bordon. 


Kenyon & Shaw in New Store 


San Dteco, CaLtir.—Kenyon & Shaw 
have just moved into a new store at 
1058 Sixth Ave. and are continuing to 
feature the Wilbur Coon and the Arch 
Aid shoes. 


Production at Normal 
Despite Cold 


St. Louis, Mo.—Even though cold 
weather prevailed in the South and un- 
usually frigid conditions persisted al! 
over the country during the month of 
February, shoe manufacturers in the 
St. Louis area report that manufactur- 
ing is going on at full pace, although 
merchants are not showing a tendency 
to go “overboard” in stocking up for 
Easter. 

Most manufacturers have enough 
advance orders to keep their output up 
to normal for quite some time to come, 
and are of the opinion that this is 2 
healthy condition and will steady the 
market. Top speed in shoe shipments 
is expected by the shoe officials with 
the advent of warmer weather. 
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Dates to Remember 


Monthly Showing Michigan Shoe 
Travelers Club, Hotel Statler, De- 
i  . ceecceosat March 4, 1940 

Shoe Market Days of Iowa National 
Shoe Travelers’ Association, Hotel 
Fort Des Moines, Des Moines, Iowa 

March 10, 11, 1940 

Monthly Showing Shoe Travelers As- 
sociation of Chicago, Hotel Mor- 
rison, Chicago, Ill...March 25, 26, 1940 

Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 

April 1, 2, 1940 

Quality Footwear Fashion Showing, 
William R. Parrott, Manager, Hotel 
Biltmore, New York City 

May 6, 7, 8, 1940 

Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
Illinois June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
Ohio June 9, 10, 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. 

June 16, 17, 1940 

Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michican Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
ee June 16, 17. 18, 1940 

Tri State Shoe Mart, Pennsvlvania 
Shoe Travelers Association. William 
Penn Hotel, Pittsburgh. Pa. 

July 7, 8, 9, 1940 





International Awarded 
CCC Boot Contract 


Boston, Mass.— The International 
Shoe Company of St. Louis has been 
awarded the contract to make 12,732 
pairs of logger-type leather boots for 
the Civilian Conservation Corps at a 
price per pair of $3.97. These are 
welted and without calks. Bids were 
opened at the Boston Quartermaster 
Depot on Feb. 20 and competition was 
keen, prices running from the figure at 
which the award was made to a price 
of $4.98 per pair. 

The recent invitation for bids cover- 
ing the manufacture of black service 
shoes, also for the Civilian Conserva- 
tion Corps, has been changed by in- 
creasing the quantity. New invitations 
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call for 50,476 pairs of Type B shoes 
and an equal number of Type E. These 
bids will be opened March 6. 


Take Over Weinstat 
Style Firm 


New YorK—Three associates who 
have had many years’ experience in the 
shoe style field and are well known in 
the trade are the successors to the firm 
of Weinstat Shoe Stylists. They are 
Charlotte Bettels, Harry Appel and Al. 
Rosnick. 

The new firm will continue to trans- 
act business in their offices at 45 West 
34th Street. 


Chicago Travelers Plan 
Dinner-Dance 


Cuicaco, Itut.—The Shoe Travelers 
of Chicago are now busily engaged in 
making plans for their first annual 
benefit dance and card party to be given 
in the Mural Room at the Hotel Morri- 
son on April 24. The purpose of the 
dance is to create a fund for needy 
members. The dance will be informal. 

Ira Mack, chairman of the ente: tain- 
ment committee, is in charge. He an- 
nounces that tickets will be on sale at 
the door for any out-of-town shoe men 
who can arrange to be in Chicago at 
that time. 
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Civil War Veteran a Veteran Customer 
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Hazleton, Pa.—Adjutant Al W. Gabrio, Luzerne County’s only surviving G.A.R. 

veteran, is a veteran customer as well of Alvin D. Snyder, owner of the Walk-Over 

Shoe Store, here. Adj. Gabrio visits the store regularly, “under his own steam,” 

as Mr. Snyder puts it, for new shoes. Above, Roy Wilner, clerk, fits him as Mr. 
Snyder, center, looks on. 





Detroit Retailers Cooperate in 


Spring Promotion 


Derroir, Mico.—The Detroit Retail 
Shoe Dealers Association at a recent 
meeting appointed a committee headed 
by D. W. MacNab, to serve as Detroit’s 
Spring Footwear Promotion Committee. 
The other committee members are 
Adolph Goetz, Ralph Terbille, Jack 
Plunkett, E. Bradshaw, Writer McGee, 
Mrs. F. J. Jolly, and S. S. Scheideman. 

The Spring program which the com- 
mittee is planning provided for full- 
page fashion-publicity releases in all 
three Detroit Sunday newspapers. Daily 
features will follow for three weeks, 
until March 17, Palm Sunday. All local 
merchants will cooperate by beginning 
their Spring advertising schedules early 
and concurrently, and running con- 
sistently for the three week period. 

The precedent for the current pro- 
gram was set last Fall, at which time a 
single Style Week was similarly pro- 
moted. The results reported by every 
footwear merchant were so gratifying 
that the period was extended this 
Spring. One store reported a thirty per 
cent increase for the month of August, 
an increase directly attributable to the 
early concerted effort. 

The publicity program, which is un- 
usually well rounded, deals with high 
fashion, fashion at a price, fashion with 
comfort, and fashion in corrective 
shoes. Thus, all types of stores can 
benefit and share in the cooperation. 

The Style-Week idea, is, of course, 
not new, but the thoroughness with 
which it is being handled in Detroit 
gives it a fresh complexion that is 
strongly appealing to both merchant 
and consumer. 

In order to stimulate unusual and 
effective advertising during the planned 
period, The Detroit News has estab- 


lished a trophy to be awarded to the 
store which runs the best copy. This 
trophy is to become the permanent 
possession of the first store that wins it 
for three seasons. Judges will be 
selected by the Adcraft Club. 

Ralph Terbille, local newspaperman 
and member of the Detroit Merchants 
Association, is the author of the plan. 


Reedy Appointed O’Connor & 
Moffatt Buyer 


SAN FRANcIsco, CALIF.-M. Reedy, 
formerly buyer for Montgomery Ward 
retail shoe division, with headquarters 
in New York City and prior to this 
with the I. Miller West Coast stores, 
has been appointed shoe buyer for the 
O’Connor & Moffatt department store. 
He succeeds Harry A. Gibson. 


Protest Proposal to 
Limit X-Ray Use 

ROcHESTER, N. Y.— Shoe retailers 
would be disqualified from using X-Ray 
machines if an act to amend the edu- 
cational law in relation to the practice 
of radiology, which has been introduced 
in the Legislature, becomes a law. It 
would be limited to physicians. 

This revelation brought prompt and 
vigorous action here as Ernest R. Park, 
president of the New York State Shoe 
Retailers’ Association, asked Secretary 
Harry A. Chase to bring its protest 
before legislators. 

The bill, which was introduced by 
Senator Desmond and Assemblyman 
Vincent, defines radiology as that 
method of medical practice in which 
demonstrations and examinations of 
the human body or parts of the human 


body are made with X-rays. It con- 
tinues, describing a practitioner: 

“Any person who makes or offers to 
make for a consideration a demonstra- 
tion or examination of the human body 
or parts of the human body by means 
of fluoroscopic examination or by 
shadow imagery registered with pho- 
tographic material.” 

Ernest A. Beaumont, a member of 
the legislative committee of the asso- 
ciation, was asked to call the attention 
of legislators to the fact that shoe re- 
tailers would be included in this defini- 
tion, and to amend the bill so there 
would be no restrictions in doing their 
work. 

While it is believed there was no in- 
tention of preventing the use of X-Rays 
for commercial purposes, Senator Des- 
mond and Assemblyman Vincent were 
also asked to change the wording of 
the measure so that it would apply 
only to medical diagnoses. 

William Pidgeon, president of the 
Rochester Shoe Retailers’ Association, 
called attention to the fact that no 
pictures are taken by retailers in their 
work of fitting shoes, and that X-Rays 
turn off automatically, so there is no 
possibility of being burned by them. 


Entroth Leases New Location 


RocHester, N. Y.—The Entroth Shoe 
Company has taken a lease for five 
years on the building at 68 Main Street 
East, and is now remodeling it prepara- 
tory to opening about March 9. Alex- 
ander Peshkin, the manager, said about 
$5,000 will be expended in building a 
new front and installing fixtures. 

This is the shoe store which last year 
took a five-year lease on a store in the 
former United Building, expending 
$10,000 in remodeling it, then was 
forced to move after a few months be- 
cause the mortgage on the property 
was foreclosed and it was torn down. 


Gregg Purchases 
Feindt Shoe Store 


Owosso, Micu.—M. W. Gregg has 
recently purchased the stock and 
fixtures of the Feindt Shoe Store, here, 
taking over the store on March 1. 

Mr. Gregg, who was formerly with 
S. J. Rackham, Inc., of Detroit, for the 
past six years and previous to that was 
manager of the Cantilever Shoe Shop 
at Minneapolis, Minn., plans to add a 
line of women’s shoes and hosiery in 
his new store which fomerly was oper- 
ated as an exclusive men’s store. 


H. J. Brown with Phillips 
Shoe Co. as Buyer 


LEXINGTON, Ky. — Hugh J. Brown, 
who has been associated with Hofhei- 
mer’s, Inc., in Richmond and Norfolk, 
Va., for the past two years, has re- 
signed from that firm to take up the 
position of buyer of women’s and chil- 
dren’s shoes for the Phillips Shoe Co 
which plans to open in Lexington, Ky. 
about April 1. 
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Recommended 


Boston, Mass.—Foot specialists who 
attended the annual meeting of the 
Massachusetts Chiropodists’ Associa- 
tion, held Feb. 20 and 21 in the Parker 
House, this city, were told by a retail 
shoe merchant, Thomas J. Connors, that 
their treatment of hard corns can be 
made much more effective by seeing to 
it that the patient, after being treated, 
does not continue to wear the same 
shoe which caused the corn originally. 
They should, he said, make their own 
examination of the shoe taken from the 
patient’s foot and then recommend that 
the patient be fitted with some different 
type of size in a store where expert 
fitting can be had. 

Although not disposed to recommend 
any one last because of the difference 
in foot shapes, Mr. Connors spoke of 
those recently developed lasts which, 
while they have ample room in the 
forepart, also have snug-fitting back 
parts. These, he said, remove the pres- 
sure from the toes—one cause of hard 
corns; while the snug fit of the back 
part locks the foot in the shoe, prevent- 
ing friction, another cause of corns. 

Boston merchants exhibiting at the 
convention included the Solby-Bayes 
Co., Kuhlen & Reardon, the Walk-Over 
Shoe Shops, McGeary’s Cantilever 
Shoe Shop, the All-America Shoe 
Shop, and Small’s Health Shoe Shop. 
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Charles Ruppert 


Cuicaco, Inu.—Charles Ruppert, one 
of Chicago’s pioneer shoe men, died re- 
cently at his home 7800 Green Street, 
here. Mr. Ruppert, who was 84 years 
ef ege, retired from the shoe business 
20 years ago. He had, however, prior 
to that time, been in the shoe business 
for 45 years. He came -here from Ger- 
many at the age of 16. He operated 
thee family shoe stores in the Chicago 
Loop, his last store which was in busi- 
ness continuously for 25 years, being 
located in the McVicker’s theater build- 
ing. Surviving are his widow, Pauline, 
two sons, Walter and Paul, and a 
daughter, Mrs. Lillian Koppen. 
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Obituaries 


Mrs. George E. Gayou 


St. Louis, Mo.—Mrs. George E. 
Gayou, wife of the general manager of 
the National Shoe Fair and executive 
vice-president of the Missouri Retailers 
Association, died last week following a 
short illness. 

Mrs. Gayou, née Anne C. Forster, 
was born in St. Louis. She was quite 
active in local organization affairs being 
a member of St. Pius’ Mothers’ Aux- 
iliary, Christian Brothers’ College 
Mothers’ Club and Webster College 
Women’s Club. 

Besides her husband, she is survived 
by a son, Edward, and a daughter, 
Gloria Anne. 


Frank W. Whitcher 


Boston, Mass.—F rank W. Whitcher, 
one of the most widely known men in 
the shoe industry up to his retirement 
from business in 1933, died very sud- 
denly recently in this city. 

He was the first president of the 
New England Leather and Shoe Find- 
ers’ Assn. and was treasurer for a 
number of years of the National 
Leather and Shoe. Finders’ Assn. He 
served for a number of years as an 
official of the New England Shoe & 
Leather Assn. and the Rubber Heel 
Club of America, and maintained his 
membership in the Boston Boot & Shoe 
Club. 

He first entered the employ of E. Y. 
Perry & Co., shoe nail and tack man- 
ufacturers of South Hanover, Mass., 
remaining with them until 1875, when 
he became engaged in the manufacture 
of shoe goods in Boston, and was presi- 
dent of the Frank W. Whitcher Com- 
pany, which became nationally known 
in connection with the shoe industry. 

In addition to his active business as- 
sociation with this company he was 
president of the Chandler Oil Cloth and 
Buckram Co. of East Taunton, the 
American Shoe Tip Co., and the Parker 
Mfg. Co. of Roxbury. He was vice- 
president of the Elliot-Heaton Penin- 
sular Co., Chandler Oil Cloth Co. of 
East Taunton, the Chandler Palruba 
Co. of Yardville, N. J., and was a 
director of the M. & T. Button Co., 
Petrolene Mfg. Co. and was treasurer 
of the Whitcher Realty Co. of Bridge- 
nort, Ala. He was ex-chairman of the 
Friction Plug Rubber Heel Mfrs., and 
served for some time as counsellor of 
the Chamber of Commerce of the 
U. S. A. 

Mr. Whitcher was a life member 
of the Massachusetts Charitable Me- 
chanics Assn., and served for many 
years as a member of its Board of 
Government on the Finance Committee. 
He was a member of the American 
Unitarian Assn., the N. E. Intercol- 
legiate Golf Assn., being its honorary 
president and the donor of the cup 
which is now annually contested for 


FIRST STEPS 
ARE IMPORTANT... 


TO MOTHERS... 
Because correct in- 
fant foot develop- 
ment ds upon 


correctly designed 
and fitted Baby 
shoes. 


TO RETAILERS... 


Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 
mothers are so fa- 
miliar with. 


MRS. DAY'S 








by the representatives of the different 
American colleges at the Oakley Coun- 
try Club. He was also a member of 
the Society for the Preservation of 
N. E. Antiquities, the N. E. Historical 
& Genealogical Society, the Whittier 
Home Assn., Bunker Hill Monument 
Assn., and during the late war was a 
member of the committee of 100 on 
public safety. 

Mr. Whitcher was a 32d degree 
Mason and a Knight Templar. He was 
a member of the Boston City Club, 
Apollo Club, Mass. Republican Club, 
Oakley Country Club, and a life mem- 
ber of the Boston Press Club. 


E. W. Burt 


Bostcen, Mass.—E. W. Burt, for 
many years head of the shoe manufac- 
turing company which bore his name, 
as well as of the retail shoe stores 
which distributed his shoes, died re- 
cently at his home in the Chestnut Hill 
section of Newton, Mass., at the age 
of 65 years. He had retired from ac- 
tive business nearly 20 years ago. 

Mr. Burt was the son of George H. 
Burt, at one time one of the largest 
manufacturers of work shoes in this 
country, with factory at Brookfield, 
Mass. It was under his father that Mr. 
Burt learned the business. Some years 
afterward, on the retirement of his 
father, he organized his own business, 
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with a factory in Lynn, and developed 
the famous line of Ground Gripper 
shoes with which his name has always 
been identified. 

Mr. Burt was prominently identified 
with the formation of the National Shoe 
Retailers’ Association, was an honor- 
ary member of a number of other re- 
tail shoe merchants’ associations and 
had been active in civic and business 
organizations. 


Joseph A. Huber 


JACKSON, Miss.—Joseph A. Huber, 
74, proprietor of a shoe store in Jack- 
on for many years, died at his home 
here on Feb. 21, after a lingering ill- 
ness. He was a pioneer resident and 
was prominent among shoe merchants 
in the city. 

Funeral services were held on Feb. 
23, with interment following in Cedar- 
lawn Cemetery. 





New Store Opened on 
Anniversary of Old 


DENVER, CoLo.—In celebration of the 
thirtieth anniversary of the establish- 
ment of their Denver branch, the Flor- 
sheim Shoe Co. opened a new store at 
717 Sixteenth Street, recently. 

The new streamlined front was cov- 
ered in orange cellophane. At 9.00 
a.m. Manager W. A. Rasmussen cut 
a ribbon which opened a pathway into 
the store, signalizing the grand open- 
ing. 

Colored boys in uniform distributed 
keys to downtown shoppers at the busy 
intersections. These keys directed the 
owners to the new store, where shoes 
wrapped in red cellophane were tied up 
and secured with padlocks. The lucky 
keys opened the locks in several in- 
stances, and in those cases the ones 
having such keys went home with a 
new pair of shoes. 

A direct speaker system informed 
all passersby of the grand opening. 
Flowers were presented to all visitors 
throughout the day. 

The store is carpeted in blue. Nat- 
ural walnut woodwork and chairs are 
used in the furnishings. An orange- 
beige leather upholstery is seen in the 
matching stools and arm chairs. The 
stock is in open shelves. 


Getting Better 


BINGHAMTON, N. Y. — The many 
friends of Frank Feek, veteran man- 
ager of the Endicott-Johnson shoe store 
at Court and Washington Streets, will 
be glad to learn that he will soon be 
able to leave Wilson Memorial Hospi- 
tal, Johnson City. 

Mr. Feek has been confined to that 
institution with a serious illness for 
more than two weeks, but is now show- 
ing rapid improvement. He is a for- 
mer president of the Endicott-Johnson 
Corp. Thirty-Year Club, having been 
with the company almost two-score 


years. 


any light weight construction. 


upper stocks and findings. 


to show three here). 


THAT IS THE STORY IN BRIEF OF 


MISS VIRGINIA SHOES 
FOR MISSES AND CHILDREN 
You can get the details by 
writing for our catalog or hav- 

ing a salesman call. 








STYLE —Dainty close edge, high heel, fashionable patterns. 


WEAR —tThe unexcelled Littleway Lockstitch process, light 
dressy, close edge, but durable and delivering more service than 


QUALIT Y—Highest grade (Armour, Westover) tannage bend 


outsoles 8 iron at wearing points, Celastic box toes, high quality 
VARIETY —Fifteen styles to pick from (We have only space 


SERVICE —Ali are carried in stock, mostly in 814 to 12 and 
12%, to 3—in B, C, and D widths. 


PRICE_—$1.50 and $1.57! across the board. Less 5%—30 days. 


VIRGINIA SHOE CO. 


FREDERICKSBURG, VA. 





Edwards Moves and Enlarges 
Women’s Department 


Rocuester, N. Y.—E. W. Edwards & 
Son, department store, has moved its 
women’s footwear department to a new 
location on the second floor front. The 
department formerly occupied the rear 
of the same floor. 

Not only is the size of the space for 
this department increased, but it has 
been completely refurnished with new 
chairs, showcases and shelving. The 
new equipment also includes an X-ray 
machine, which will be used hereafter 
for fitting. 

The seating capacity has been in- 
creased from 40 to 75. 


W. K. Darby is manager of the de- 
partment. 


Sells Interest in Shoe 
Department 


MILWAUKEE, Wis.— Arthur Hemp, 
operator of the shoe department at 
Dodge & Davis Department Store, 
Sparta, Wis., for seven years, has sold 
his interest in the department to Dr. 
K. F. Ducke of La Crosse, Wis. 

Mr. Hemp is now representing Brown 
Shoe Company in the state of Wiscon- 
sin. He is carrying their United Men’s 
line. Headquarters are at 2636 No. 
16th Street, Milwaukee. 











TO 
BUY 


Children's Shoes 


Plex-A-Proved Cushion 
soft and 


= 


SUPERIOR SHOE CO., 


608 S. Peoria St. 
also carried in stock by 
American Shee Co., 8. Frieburger Bros. 


W. Jeffersen St., 119-121 E. Columbia St., 
ac Detroit. Fort Wayne, Indiana. 


er 


Store Fixtures 


HOWELI 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL iis: 








Department Managers 
Changed 


Kansas City, Mo.—Charles A. Jones, 
formerly manager of Midland Shoe 
Company’s mezzanine shoe department 
at Vandever’s Department Store of 
Tulsa, Oklahoma, has been appointed 
manager of the Midland’s mezzanine 
women’s shoe salon at the Palace 
Clothing Company, Kansas City. O. C. 
Hansen, formerly manager at the 
Palace, has been appointed to Mr. 
Jones’ former post in Tulsa. 
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Form New Company 
To Make Novelty Line 


New York—Waverly Shoes, Inc., 127 
West 17th Street, New York, have 
recently organized and they are now in 
production making®a line of novelty 
shoes for women to retail at five and 
six dollars. 


ARTHUR SCHWIBNER 


Arthur Schwibner, who spent eight 
years on the selling end with The Ar- 
row Shoe Co., of Peabody, Mass., heads 
the new organization as president; 
Herman Rosen, formerly with Avon 
and Ascot Shoe Co., of New York, is 
vice-president and will serve in the 
capacity of designer; Morris Kozinick, 
one of the former owners of The 
Colonial Shoe Co., of Jersey City, N. J., 
will serve as treasurer and act in the 
capacity of factory superintendent, and 


IRVING KATZ 


Irving Katz, who also spent some time 
with The Arrow Shoe Co., and Liberty 
Shoe Co., of Lynn, Mass., is secretary, 
assisting in the sales division. 

Both Mr. Schwibner and Mr. Katz 
want their many good friends in the 
industry to know that they are doing 
their utmost to offer the finest product 


eyPSTITUTE py, 
oS 
s 
S 


< 
Py 
% 


Get a S, 
P -) 


TRIPLE PLAY 


for your 
sock lining 
money! 


COLOR... FINISH... 
and WEAR are built into 
RELETHA .. . and stay 
there for lifel You get 
triple value by insisting on 
this finest of all substitute 
sock linings. 


PROSPECT MILLS CORP. 
15 Chestnut St., Cambridge, Mass. 








obtainable in the grade that they are 
making. 


L. R. Miller to Open 
New Detroit Shop 


Detroit, MicH.—Lawrence R. Miller, 
operator of a chain of high class retail 
shoe stores in Detroit, is to open a new 
Miller’s Shoes Salon within the next 
few weeks at Birmingham, northern 
suburb of Detroit. 

The new store, now in process of 
equipping after a complete remodeling, 
is to be one of the most up-to-date and 
modern in this section, occuying 40 by 
125 feet, in the heart of the downtown 
shopping district of this exclusive 
suburb. A complete line of women’s, 
men’s and children’s shoes in the better 
merchandise class will be carried. 


Bibo Opens Modern 
Family Store 


Sttver City, N. M.—Eddie Bibo, 
who was with Graham-Brown Shoe 
Co., Dallas, Texas, for nine years, has 
opened a modern, completely equipped, 
exclusive shoe store—under the name 
of Bibo’s Bootery in Silver City, New 
Mexico. 

Mr. Bibo carries a family line, but 
is specializing in better grade shoes 
for women. 
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It probably is—because Style Men 
everywhere find that BREASTLOCK 
MIEELS enable them to attain new 
close-coupled effects and eliminate 
the danger that comes from using 
high Cuban Heels. 


Formerly Style Men didn’t dare try for close-coupled 
effects on high straight-front or Cuban heels. Finally 
we found out what was wrong with high heels and did 
something about it. We offered style men heels that 
were scientifically designed to strengthen the shoe at 
its weakest point, the heel breasting; heels designed to 
eliminate kick-back and kick-under; heels designed to 


eliminate wobble. 


And you'll be pleased to know that, in spite of all these 
advantages, most types of shoes cost no more with 


BREASTLOCK HEELS; some cost less. 





St. Louis Jobs 





Confucius say: 


& 
~\ 


ye 


as 
CURRENT CANCELLATIONS 
FROM ALL TOP GRADE ST. 
LOUIS FACTORIES—AT A PRICE 


While in town see Weil 


M. K. WEIL SHOE CO. 
1326 Washington Ave. St. Louis, Me. 


“Wise shoe buyer make 
more profit when he 
buy shoes from WEIL.” 


Leather Soles 


More flexible, iron for 
iron .. . and permanently 
waterproof . . . Specify 
LEATHERPLUS soles for 

plus comfort. 


Longer wearing, iron for 

iron . . . and permanently 

waterproof . . . Specify 

LEATHERPLUS soles for 
plus value. 


VAN JTASSEL LEATHER CO. 
NORWICH, CONN. 
Makers of VAN TAN innersoles 








Begin Work on 
Factory Addition 


OLNEY, ILL.—George Shipley, super- 
intendent of the Qlney International 
Shoe Company factory has been in- 
formed by the company that the new 
addition for the Olney factory, an- 
nounced last August, will be started in 
March. 

Work is expected to be started as 
soon as the contract has been let. 

The new addition will add 14,000 
square feet of floor space to the build- 
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Opens New Store on Washington’s Birthday 


Interior of Tracy's shoe store, 90 Genesee Street, Rochester, N. Y., which was opened 
on Washington’s Birthday, Feb. 22. To each customer who bought a pair of shoes, a 
par of rubbers was presented. 


ROCHESTER, N. Y.—Every customer 
who bought a pair of shoes at Tracy’s, 
90 Genesee Street, on Washington’s 
Birthday, the store’s opening day, was 
presented with a pair of rubbers. Albert 
Tracy, the owner, wanted the occasion 
to be memorable for others, as it was 
for him. There were many customers 
—and an equal number of gifts. 

The new store, of which George 
Palermo has been named manager, is 
located opposite the nurses’ home of St. 
Mary’s Hospital in a thriving business 
section surrounded by substantial 
homes. 

It is of the salon type, with only a 
few pairs of shoes on display, the office 
in the rear and stockroom at the rear 
left. Twenty-five chairs have been in- 
stalled in the roomy salesroom, the 
color scheme of which is blue and 
white. 

Mr. Tracy said that this is to be a 


high style store, specializing in Velvet 
Step, made by the International Shoe 
Co.; the Elfred shoe, made by W. B. 
Coon Company, and C. P. Ford & Com- 
pany shoes, 

It is the second Tracy store. The 
first was opened two years ago at 640 
Clinton Avenue North and is now be- 
ing operated successfully by the owner. 
Mr. Tracy had been employed in vari- 
ous capacities by shoe companies for 
15 years prior to opening his first shoe 
store. He decided to go into business 
for himself when the concern for which 
he worked last changed hands. 

With two shoe stores running now, 
the youthful appearing and resourcefui 
owner was asked concerning plans for 
the future. To which he answered with- 
out hesitation: 

“TI am looking for another good spot 
to open a shoe store.” 





ing, and is being done chiefly to relieve 
the congested condition at the plant, 
where over 900 employes have been 
crowded into a plant built for a much 
smaller employe list. 

The plans call for the placing of the 
new addition to the south of the 
present building. It will extend from 
the front of the property back to some 
distance beyond the rear of the present 
small section of the building. Details of 
the plans, however, are not completely 
known at this time. 

The International Shoe Company 
came to Olney in 1921 after citizens of 
Olney had raised $100,000 to bring the 
factory here. In recent months the 
company has had between 850 to 950 
employes at work and has run con- 


tinuously through the depression years 
with only a short letdown in operations. 


Nisley to Reopen Store 
In Ft. Wayne 


Fort WayNE, IND.—The Nisley Shoe 
Company has leased the building at 822 
South Calhoun Street where it plans to 
reopen a most modern type of sales- 
room upon completion of extensive re- 
modeling work. The Nisley store was 
formerly located at 816 S. Calhoun 
Street, but was abandoned in 1937 when 
the lease expired and no satisfactory 
new lease could be obtained. Since that 
time the company has occupied quarters 
in the Earl Groth ladies’ apparel store. 
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Soles and Heels 





MARBLE FACE 
SQUARE CORD 


The most popular Soling material 
for Your attractively Priced Shoes. 


THE LITHOX CORP. 
WAPAKONETA, OHIO, U. 8. A. 











Moccasins 


IRI A 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
* 
18 STYLES 
IN-STOCK 


AU popular colors 
and combinations 


FOR CATALOG 
SACO-MOC SHOE CORP."*57142° 
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Bowling Shoes 


oe 


PROFESSIONAL 
BOWLING SHOES 





MFG. CO. 


Ne. 266 
BROOKS SHOE 
Swansen & Ritner Sts... Philadeiphis 





Leed’s Store in New Location 


MILWAUKEE, W1s.—Leed’s shoe store 
has moved into new quarters in the 
Plankinton Building, here, occupying 
a store just a few doors west from its 


Second Annual American Ski 
Trophy Donated by Bass 


Wilton, Me.—G. H. Bass & Company, 
manufacturers of Bass Ski Boots, Sport- 
ocasins and outdoor footwear, will award 
a second annual American Ski Trophy 
to the amateur skier who makes the 
greatest contribution to the sport dur- 
ing the year. The unusual trophy con- 
sists of an actual Bass Ski Boot, metal- 
ised base. A silver plate on the side will 
sterling silver, and mounted on an ebon- 
ized base. A silver plate on the side will 
carry the winner’s name as well as the 
explanation of the award. 

Last season the Bass American Ski 
Trophy was awarded to Richard Dur- 
rance of Dartmouth College. This year’s 
trophy winner will be decided at the 
close of the 1939-40 season. The selec- 
tion will be made by a board of judges 
of three men outstanding in the ski 
field, with the cooperation of a commit- 
tee of one hundred prominent ski lead- 
ers and sports writers. 

The judges include Roger Langley, 
Barre, Mass., president of the National 
Ski Association; Arthur J. Barth, Mil- 
waukee, Wis., secretary of the Central 
U. S. Ski Association; and Fred H. Mc- 
Neil, Portland, Ore., president of the 
Cascade Ski Club. The members of the 
committee represent every section of the 
snow belt so that the choice will be truly 
national in scope. 





former location. The new store has two 
“fronts,” both in white marble, one on 
the Wisconsin Avenue side and the 


Waa) 


INCREASES 
WITH EACH 
SEASON 


MANUIACTORERS 
WOW 
LEALMO UPON 


Va 


6} J 


Jdeal f 
GEO. O. JENKINS C 
Lester Fibre Praca 


other facing the arcade inside the build- 
ing. The new arrangement has per- 
mitted the use of more chairs for cus- 
tomers than was possible in the old 
store. 


Spotlight on Spring Shoes 
New YorkK—I. Miller & Sons staged 
a novel “Blackout Cocktail Party” 
Wednesday afternoon, February 28, at 
689 Fifth Avenue. The purpose was to 
throw the spotlight on exciting new 
shoes and accessories for Spring, and 
many fashion writers, editors and press 
representatives were present. 








Personalized Service. 





BOOT AND SHOE RECORDER 


is a vital text-book on shoe fitting, shoe displays, 
shoe merchandising, conscious always of your, and 
your assistants’ importance in performing a person- 
alized service at the Fitting Stool, the Point-of-Sale. 
No matter how good the shoe, it must have this 
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-Mantield 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
ONLY 
BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


325 ARCH STREET 
PHILADELPHIA, PA. 


Write for 
Catalogue 
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In Cleveland WOTEL HOLLENDEN 
In Columbes THE NEIL HOUSE 
In Akron THE MAYFLOWER 
In Corning, N.Y. BARON STEUBEN HOTEL 
In Jamestown, N.Y. THE samt 


The hotels that check with every travel standard 












DeWITT OPERATED 
HOTELS 









Paul Lippincott Heads 
Philadelphia Shoe Travelers 


PHILADELPHIA, Pa. — The annual 
meeting of the Philadelphia Shoe 
Travelers Association brought together 
a representative group of the members 
of that organization who listened to and 
took part in a musical program, had an 
excellent luncheon as the associations 
guests, elected officers, and had an al- 
together enjoyable and profitable time. 
All of this at the Hotel Adelphia in this 
city on Saturday, February 24. 

Owing to conditions that prevented 
the attendance of a number of the 
members, there were not quite so many 
covers laid as at the last meeting, but 
it was an attentive, enthusiastic 
gathering and it transacted a good deal 
of important business. The entertain- 
ment provided by the chairman of the 
entertainment committee, Sidney Horo- 


composed of Messrs. Horowitz, Fitzpat- 
rick, Miller, Tompkins and Clement, 
and singing throughout the luncheon 
by all. 

Of the highlights of the meeting it- 
self perhaps first place should be given 
to the report of E. M. Scattergood, 
chairman of the legislative committee 
on the very much involved subject of 
the Philadelphia City 1% per cent wage 
tax. Mr. Scattergood, who had received 


legal advice on the subject, first re- 
ported the general outline of the legal 
opinion, and devoted pretty nearly the 
next hour to answering questions as to 
the liability of various members, some 
living outside the city, some working 
both inside and outside the city, and 
for both out-of-town and local houses. 
As responsibility for payment varies in 
practically each individual case, the dis- 
cussion was quite lively and questions 
numerous. At the conclusion of his re- 
port, Mr. Scattergood was given a vote 
of thanks by the meeting. 

The reports of the secretary and 
treasurer showed the organization in a 
prosperous condition, and chairmen of 
the other committees for the most part 
hed interesting reports to make, that of 
membership disclosing that three new 
members have been. added to the rolls. 

The election of officers resulted in 
Paul S. Lippincott, Jr., being made 
president, succeeding Joseph H. Gold- 
stein. Mr. Lippincott previously occu- 
pied this post. Frank G. Mirra was 
chosen vice-president; and O. J. Paden, 
secretary-treasurer. The Board of 
Governors elected were Messrs. Frank 
Fitzpatrick, I. Frank Oberfield, Louis 
Zuroff and E. M. Scattergood. Com- 
mittee chairmen, named by the presi- 
dent are as follows: Membership—Wil- 
liam J. Miller; Trades Co-operative, 
W. A. Tompkins; Employment, I. 
Frank Oberfield; Welfare, C. R. Mc- 
Clellan; Entertainment, Sidney Horo- 
witz; Legislative, E. M. Scattergood; 


Railroads and Hotels, Louis Zuroff; 
Style Show, I. Frank Oberfield, and 
Insurance, O. J. Paden. 

Following the general order of busi- 
ness informal talks, discussion of 
market conditions and business pros- 
pects were given by various members, 
followed by round table comment upon 
these topics. 





Purchase Cooper Store 
Interests 


BRADENTON, FLA. — Cooper’s Shoe 
Store at 1020 Manatee Avenue, here, 
although it has changed owners, will 
retain the old name. Herman Fried- 
man and son, William B. Friedman, 
have purchased the business. 

Mr. Friedman, Sr., is a shoe man of 
40 years’ experience, at one time serving 
as vice-president of the New York State 
Shoe Retailers Association. His son is 
a graduate of Dr. Scholl’s American 
School of Practipedics and the Wizard 
Arch course. New lines have been added 
to the stock. The store is to operate 
under the slogan “A fit for every foot— 
a price for every purse.” 


Doubles Department Space 


KENOSHA, WIs.—Mullen’s has com- 
pleted remodeling of its shoe depart- 
ment, here. The seating capacity of the 
department has been doubled, new 
fixtures installed and the shoe stock re- 
arranged for greater convenience. 
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SELL THOSE WINDOW SHOPPERS 
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: PRICE TICKETS : 
= : : ‘ = 
: Imprinted Prices on Colorful Seasonal Designs ‘ 
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a “C" — Bright blue “G" — Aquamarine “M"—Gold & green “V"—Green & yel- “X" — Fuchsia and 
en white back- & yellow on white en white back- lew on white back- green on white back- nn 
re) «round. background. ground. ground. ground. 
a Colorful price tickets in The size—1)4” x 254”—is 7 
z the popular price denomi- large enough to attract the a 
7 nations will dress up your 6 D ozen eye, and small enough to < 
displays, and make selling $1.10 give the shoe prominence. 
- . : P tv 
raeegeed —— The tickets are attached 
= Ss ony yy o- neatly to any part of the - 
9 also available. 12 Dozen shoe with our Price Ticket - 
= We have in stock a com- $2.00 Clips which are priced at 
eH plete selection of designs $4.00 per gross—$2.25 per 7 
uM and color combinations. half gross. 
." = 
< We will send a circular showing actual samples, at your request. > 
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MERCHANTS SERVICE + 209 SO. STATE ST + CHICAGO, ILLINOIS 
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WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 








ee Gane aor SERVICE | MONTHLY | CARDS | HOLDERS | qickeTs 
SERVICE ... New and seasonal dis- No. | $5.00 12 6 100 





play cards and harmonising price 
tickets every month with informa- No. 2 4.00 8 “ 100 
tive messages on style notes, value, 








quality, service, etc. Exclusive fran- No. 3 3.00 6 2 50 
chise basis. WRITE for samples 
and further information. No. 4 2.25 4 2 50 
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SALESMEN WANTED 


SALESMEN WANTED: P snob and Boys’ 


we te Shoes. Png JB ontana and West. 
Stoughton S' eather Co., Stoughton, 





Wiscons 


WANTED: Experienced shoe salesmen to 
handle fast selling line of men’s and boys’ 
shoes as a side line for Indiana, Iowa and 
Michigan; on commission basis: Address: Gold 
Shoe ee 301 West Monroe Street, Chi- 
cago, Il. 


WH: connected, to call on retail shoe stores. 

Corporation re-dyes shoes unsaleable on ac- 
count of color into fashionable colors; any ma- 
terials; suedes, kid, gabardines. Modern proc- 
essing. State territory. Atlantic Shoe & 
Leather Dyeing Corporation, 48 West 25th St., 
New York. 


a Wanted for Oklahoma (2), 
Texas (1) and Alabama (3). In-Stock 
line of Se a — evening sandals. Retail at 
$3.00 and $4.00. Salesmen with established 
trade preferred. Strictly Commission. Can 
= — = ape LA - y- 











references 
HAN AHSONS SHOE COMPANY, HAV- 
ERHILL, MASS. 





POSITION WANTED 


Merchandiser, Nine years’ Chain 
Store experience playshoes, slippers, hosiery, 
; knowledge unit control; » pro- 
i ». will travel. 
Address $615, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





BoxEs. 





FOR SALE 


OR SALE: About five hundred pairs of 
ladies’ shoes, Selby, Reed’s, etc.; 
po broken; low cash price. Address £613, 
Boot & Shoe — 239 West 39th 
Street, New York, N. 


Wit Sacrifice rare collection of footwear, 
foreign and , 200 pairs; cost as 
much as $25.00 pe 


gor pen: reasonable cash offer 
weed A. Frederick, 130 Mains Street, 
‘on, Pa. 











FOR RENT 


| pad RENT: Shoe department 35 by 16 feet 
with 1800 yh, ag > — < 
Qutaree, at — 


North Dakota’: trea F. ri. 
c/o Mary Fone Sta Shop, ay 5 ill 


WANTED TO PURCHASE 


WANTED: Used a om machine. Must be in 
condition. ust be ‘ee priced, 

ress $614, care _ & ew 
239 West 39th Street, New York = 











HELP WANTED 


BUSINESS OPPORTUNITY 











WANTED 


Man of capabilities necessary 
to merchandise and manage 
women’s shoe department in 
department store doing half 
million dollars in shoes. Must 
be enthusiastic, aggressive, in 
the pursuit of his merchandise. 
Must have fine background of 
experience in women’s shoe 


seliing for $6.50 and over. 


Must have keen style knowl- 
edge and possess leadership in 
instructing and developing 
salespeople. Good store per- 
sonality necessary and an un- 
derstanding of publicity re- 
quirements. In reply please 
give age and full description of 
business experience. All com- 
munications held confidential. 


Address 2609, Care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 














INCREASE YOUR EARNINGS 
in a business of your own; a system 
of foot correction, with all the trade 
you can attend to. Barn big income in 
service fees in a few weeks. Easy 
No further 


terms for home trainin 
to buy, no 


capital needed, no g 
agency. Address: 
SPENCER SYSTEM, 








525 Back Bay, Boston, Mass 








LINE WANTED 


MANUFACTURERS ATTENTION 
VOLUME SALESMAN—Nationally known, 
to Chain, Mail Order, Jobbing and Depart- 
ment Store trade; exceptional record. Best ref- 
ddress $616, care Boot & Shoe 
239 West 39th Street, New York, 





erences. 
Recorder, 
a Be 





WANTED TO PURCHASE 














Boucher Manages New 
Men’s Department 

Dayton, On10—The Cleveland Net- 
tleton Company has recently leased the 
men’s shoe department in the “Walker 
Store. 

J. H. Boucher is manager of this de- 
partment. He has been with the com- 
pany for the past three years, having 
been with the Kline Store, Kansas City, 
Mo., and Younker’s, Des Moines, Iowa. 


SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 

Branded or unbranded. Generous prices. 
rite, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








Buyers of Surplus Stocks 


We will surplus er entire stocks of shees 
ous aaatben babes retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5878 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bash, Etc. 
BBVIN RUBIN 
House of Jobe”’ 
so Reade St., r. Church 
Phone Barclay 7-7887. New York City 

















address should be counted. 
is payable in advance. 





mum charge, 75 cents. For all other classified 
When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
ents the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 


Seed CReeeete ee rennet tex tech wth © eantnem of 06 works 
Classified advertising 
-_ Advertisements for this page must be in our New York office on Friday of the week preceding publication. iad 


Mini- 
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Trade Literature 


Spring and Summer 
Catalogs Issued 


Catalogs of in-stock styles for Spring 
and Summer, 1940, have been received 
from The Gilbert Shoe Co., Curtis-Ste- 
phens-Embry Company, Virginia Shoe 
Co. and J. Edwards Shoe Co. All are 
most attractive and present the shoes 
clearly and concisely. 


The J. Edwards catalog has a deep 
yellow cover with sketches on it in 
white ink of active boys and girls. A 
side index makes it easy for the buyer 
to find at once the section in which he 
is interested, and pen and ink sketches 
of children in the appropriate age 
group are shown on each page with the 
shoes. 


“What’s Best for Baby is Best for 
Business,” is the lead-off of the Kali- 
sten-iks Shoes on display in the new 
Spring and Summer catalog just now 
going to Gilbert’s list of customers. 
While the shoes illustrated, either in- 
stock or for make-up are, as usual, in- 
teresting in design and pattern, em- 
phasis is placed upon two facts, first 
that they are 100 per cent welts, and 
second that every shoe is X-Ray in- 
spected before shipment. A free ad 
mat booklet is found in with the cat- 
alog. 


The Curtis-Stephens-Embry catalog 
features a light sun-tone showing of 
juvenile activities on the front cover, 
with cuts of youngsters of various ages 
engaged in various activities through- 
out the book. Shoes are shown large 
and clear, with the briefest of descrip- 
tions. The picture tells the story. Fea- 
tured in this catalog are Little Sergeant 
shoes; Modern Age shoes; the Official 
Girl Scout shoes; Pro-Tek-tiv shoes and 
Prewelts. Foot Guard Baby Shoes are 
shown on the back cover. 


Tan, green and black is the color 
scheme of the cover of the Virginia 
Shoe Company, with a sketch in green 
of three children of different ages. Only 
two shoes are shown on a page, with 
very brief descriptions. Trademarks 
for the various lines—Miss Virginia, 
Powhatan, Tri-Tan Guide-Rite and 
Play Poise are shown on each page. 





Hide Futures Decline 
[CONTINUED FROM PAGE 46] 


leathers showed no substantial increase 
since the war. Exports from the United 
States to foreign nations for December 
were 39,000 equivalent hides—the same 
as the corresponding month a year ago. 
Total exports of all cattle hide leathers 
for 1939 were 451,000 equivalent hides 
against 530,000 equivalent hides in 
1938. 

The difficulty of obtaining calfskins, 
of which the United States normally 
imports one-third of its needs, was 


shown by the sharp drop in raw calf- 
skins received in December. Only 
261,000 arrived from abroad in De- 
cember, compared with 613,000 skins 
received in December, 1938. 


Leather Markets 


Easiness in futures and a dearth of 
tanner business with shoe manufac- 
turers were reflected in lower prices 
this week for some grades of leather. 
Sole leather crops were quoted nomi- 
nally at 35 cents per pound at Boston 
tanneries, off one cent from a week 
earlier. Cutting of soles in the New 
England market was at a relatively 
slow pace, as at least one large tanner 
announced curtailment of operations. 
However, some tanners said that shoe 
manufacturing operations were good 
and factories would soon be required 
to enter the market for supplies. This 
opinion found support in some orders 
placed early this week for prompt ship- 
ment. Upper leather prices were un- 
changed from last week, according to 
Boston tanners, but few orders were 
booked. 


Barden’s Opens New 
Shoe Departments 


KENOSHA, WIs.—-Barden’s, local de- 
partment store, has opened a new wo- 
men’s and children’s shoe department 
on the main floor. The department has 
been fitted with new carpeting and fix- 
tures. Stock is concealed in panel fix- 
tures and furniture is of the modern- 
istic chromium type with pastel color 
leather upholstering. 





Shoe Outlook Better for 1940 


BuFrraLo, N. Y.—“The outlook for 
the shoe business this year, in my 
opinion, is better than for any year 
since 1936-1937,” said Carl P. Sickler, 
proprietor of the Sickler Shoe Store, 
305 Main street. Mr. Sickler has been 
in the retail shoe business for twenty- 
eight years and is known in the trade 
as a keen observer of business trends. 
He recently was elected a director of 
the Buffalo Shoe Retailers Association. 

“People this year are more particu- 
lar about quality, which is the first 
and surest sign that they have greater 
purchasing power,” continued Mr. 
Sickler. “The greater employment in 
the heavy industries, which means a 
greater spread of business through 
countless allied lines, is probably the 
primary cause of the improvement. So 
far this year we have run considerably 
ahead of last year and I think that, 
generally speaking, those who have 
not done so well will have whatever 
slack they suffered since the turn of 
the New Year taken up before the 
year ends. I look for a big Easter 
business. There is a keener interest 
in styles than ever before as well as 
quality.” 


[63} 





If you are an executive, a junior ex- 
ecutive, or a person with good back- 
ground, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. It teaches how to 
write: it teaches advertising: it teaches 
merchandising: it develops clear think- 
ing on business subjects. It is an ad- 
vanced course for mature people. 


Write today on your letterhead for the 
free pamphlet . .. it is interesting, 
inspiring and well worth reading. 


VINCENT EDWARDS 


ADVERTISING CouRSE 
260 Tremont Street Boston, Mass. 

















Resort Trends in Men’s 
Summer Shoes 


Miami, Fuia.—The 1940 shoes for 
men, as they have appeared in Miami 
shops “five months ahead of the na- 
tion,” are showing considerable detail 
in trim. Perforations are freely used 
and two-tone combinations are more 
important than one-color shoes. Black 
and white is the accepted shoe for wear 
after 6 o’clock, and this combination is 
becoming more active for daytime wear. 

Burdine’s is featuring a new monk 
shoe that has a generous customer re- 
sponse. It is made with an overlapped 
vamp that buckles on the side. The 
one color—beige, brown or white—is 
rather severe, but the two-tone, white 
buck with brown wing tip, is more 
ornate. There is more perforation trim 
on strap, tip and seaming. 

At Cowen’s they are showing the 
Durbar, a shoe interpreting a fashion 
created by English bootmakers for 
Army officers in mufti. It is a smart 
two-tone shoe, side buckle, with new 
lines and open shank. It is offered in 
white trimmed in black or brown, in 
luggage tan, two-tone tan and in a new 
brown and green combination. 

Nankin is showing fox tan and white 
as a new Spring combination. It is a 
wing tip brogue and has had splendid 
customer reaction. 





Installs New Store Front 


MILWAUKEE, WIs.—The Paulsen Shoe 
Co. here, at 1208 W. Mitchell St., is be- 
ing fitted with a modern store front. 
E. G. Shevey has opened a retail shoe 
store at 1904 W. Vliet St. here. 





